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GAS AIR CONDITIONING: 
DOES NEW COMPRESSOR 
SPELL NEW COMPETITION? 


Next year Robertshaw-Fulton will be 
delivering a new compressor. The 
AGA says the new unit is ‘“com- 
pletely competitive with present sys- 
tems’ and manufacturers are showing 
“keen” interest. see page 4 


ARE SHOPPING CENTERS 
CHANGING THE HABITS 
OF YOUR CUSTOMERS? 


They are—and will continue to do 
so—if the speculations of center 
planners are right. Here’s a rundown 
of what these experts see happen- 
ing-in the future. see page 8 


AN OLD-TIMER TAKES 
A FRESH NEW LOOK 
AT HIS BUSINESS 


In 26 years in the appliance busi- 
ness, Joe Lederer earned a national 
reputation and learned lots of les- 
sons. Now, he has applied these 
lessons in designing a new store with 
new ideas. see page 16 


TOYS SELL APPLIANCES 


And even though toys pose some 
unusual problems, this Colorado 
dealer has decided that the bene- 
fits to his appliance business far out- 
weigh the inventory headaches the 
sideline involves. see page 22 


WOULD PROFIT SHARING 
SOLVE YOUR PROBLEMS? 


It’s worked for other dealers, but 
before you decide whether it will fit 
your situation, read this complete 
authoritative outline of just how 
profit sharing works. see page 26 
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IF YOU ARE AN ADVERTISER in any one 
of 25 secret markets 


...the FTC Is 
Watching You 


THE GOVERNMENT WANTS TO KNOW IF: 
you as an appliance dealer are complying with 
the Commission’s 16-month old “Guides Against 
Deceptive Pricing.” They’re checking news- 
paper ads in these 25 cities to find the answer. 





ALSO IN THIS ISSUE 

COLOR TV THIS WEEK 

A SALESMAN SAYS ; 
NEW PRODUCTS 33, 34, 36, 37 
FIGURES OF THE WEEK 45, 46 


THE GOVERNMENT IS NOT INTERESTED IN: 
investigating the honesty of markups, margins 
and gross profits. For EM Week, FTC officials 
last sxeek issued a categorical denial to pub- 
lished stories that such an investigation is 
underway. 
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BUSINESS 
BRIEFS 


e There are no hard feelings after 
EIA’s verbal fisticuffs with FCC a 
few weeks back—at least not on 
the surface. (EM Week carried a 
blow-by-blow on the fight in the 
Feb. 22 issue.) EIA’s National 
Stereophonic Radio Committee last 
week gave FCC its incomplete re- 
port on stereo FM _ broadcasting. 
And it will go ahead with field tests 
on the various proposed systems— 
tests that it had stopped because of 
the hassle. Who got NSRC to start 
testing again? FCC. 


e Stereo radio broadcasting over 
Toronto’s CBC stations has a fitting 
sponsor. First to back one of the 
new stereo broadcasts is an appli- 
ance-radio-TV manufacturer, Ca- 
nadian Admiral Corp. Ltd. The 
company is sponsoring the first half 
hour of an 85-minute music pro- 
gram each Saturday night. To get 
the full stereophonic effect, listen- 
ers need two radios, six to eight 
feet apart—one tuned to CBL-AM 
or CBC-FM, the other to CJBC-AM. 


e You’ll soon be seeing another 
manufacturer’s name on 19-inch TV 
picture tubes. Sylvania has started 
production on the new size tubes— 
all “Bonded Shield.” Talking about 
the company’s variety of 23-inch 
and 19-inch tubes, W. O. Spink, 
equipment sales manager of Syl- 
vania’s electronic tubes division, 
said: ‘More than half of our picture 
tube production for set manufac- 
turers is in ‘Bonded Shield’ models.” 


e Fair trade has taken another one 
on the nose—and in a fair trade 
state. A North Carolina judge has 
ruled the state’s Fair Trade Act is 
unconstitutional. Judge Walter E. 
Johnston Jr., Winston-Salem, urged 
the state supreme court to take 
another look at the 23-year-old de- 
pression-born law in the light of 
current times. 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.S.T.) 

6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 

11 A.M. (NBC) The Price !s Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 

10 P.M. (NBC) Steve Allen 


TUESDAY 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tennessee Ernie 
Ford Show 


FRIDAY 
8:30 P.M. (NBC) TV Guide Award 
Show 
9:30 P.M. 
Party 


(NBC) 


Masquerade 


SATURDAY 
10 A. M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 

SUNDAY 

9 P.M. (NBC) Janet Blair 





REGIONAL 
ROUND-UP: 


ELECTRICAL’ 


A new, exclusive, EM Week survey 


of key cities across the nation 
which shows you how business was 
last week. Watch for it every issue. 


EAST CLEVELAND—Laun- 
dry’s again the leader in the 
Cleveland area, but what a 
leader. It’s just selling a little 
better than other majors—and 
none of them are selling too 
well right now. Dealers don’t 
know what to put the blame on 
for the slow sales period—-the 
weather, threats of layoffs or 
the Cleveland Home _ Show, 
which this year dyew in a 
crowd of almost 175,000 people. 

Across town, dealers. say 
they’ve got a lot of shoppers, 
and predict strong sales for 
spring for that reason. But 
they’re sure having trouble con- 
vincing the shoppers to buy 
right now. Black and white TV 
is next on the “decent” selling 
list, with little interest being 
shown in color. 

An off-beat promotion for 1 
hp room air conditioners in the 
dead of winter worked fine for 
a downtown retailer last month. 
Promoting air conditioners when 
the snow was really beginning 
to fly presented some problems, 
but the store says they’ll re- 
peat if they can ever offer a 
deal like that one because the 
response was so terrific. 


SOUTH . . . KNOXVILLE—Nature 
has dealt Knoxville a classic 
snow job this winter—a record 
54 inches as of mid-~-March—and 
most of the merchants have 
found the sledding tough. The 
year-to-date pattern: January, 
poor; February, even to slightly 
up; early March, dead slow. 

But the special push still 
brought results. One dealer 
with shopping-center rent to 
meet forced his February up 
20% in spite of the snow simply 
by sending his salesmen thumb- 
ing through the user book and 
then to the teléphone. Another 
hired an ex-Sears freezer divi- 
sion manager who brought 
along his own techniques and 
quickly boosted freezer volume 
a good 25%. The leader: A 20- 
footer at less than $170; the 
mover: A 20-foot chest at close 
to $300. 

Ranges ° showed _ surprising 
bounce, though it took deals to 
move them. A retailer bought 
his distributor out of a $400-list 
closeout for under $180 per, 
did fine with them at $265 ex- 
change. A distributor reported 
brisk movement at wholesale 
of a 36-inch carryover retail- 
ing at $199.95. 

Laundry was moving fairly 
well in the middle, but refrig- 
erators were a bit soft. Things 
looked bright for color TV, as 
AT&T prepared to bring in a 
microwave system to replace an 
obsolete and definitely low-fi 
underground transmission line. 


DEEP SOUTH JACIQON, 
MISS.—The arrival of sunny 
skies is stimulating a heavy res- 
idential construction schedule. 
And to appliance dealers that 
means more buyers for’ major 
items. Dealers feel the slack 


season is near the end and view 
immediate future very opti- 
mistically. 

Best moving electrical appli- 
ances now are washers, dryers, 
ranges and freezers. Refrigera- 
tors and window unit air con- 
ditioners are stepping up as the 
long warm season approaches. 

Joe Pollard of Pollard Ap- 
pliances reports the best first 
quarter ever, due largely to 
newspaper promotion. He sold 
67 major appliances in six days. 
And for the first time electric 
ranges are selling as well as 
gas ranges. Prices are steady 
and clean inventories are on 
display in desirable quantity. 


MIDWEST... INDIANAPOLIS—A 
record snow storm slowed March 
business below January and 
February. Small dealers say 
that discount houses dominate 
local market. John Spahr of Don 
Massa has had customers ask 
for refrigerators at 10% above 
cost. One discounter was selling 
Tappan ranges at $60 below the 
distributor’s wholesale price. 

Most dealers try to match dis- 
count prices and heavily ad- 
vertised service. Television is 
moving at normal levels with 
small dealers favoring Admiral 
price structure. Lane Radio re- 
ports sales up 10% over 1959. 

Fred Anderson, sales manager 
Drakes Refrigeration Service, 
says business is 12% ahead of 
1959. Drake is moving laundry 
units overstocked ffor _ steel 
shortage. With Frigidaire’s 
“true value” trade-in, Drake is 


‘not affected by discount 
prices.” 
FAR WEST... SACRAMENTO— 


Appliance dealers are licking, 
their chops at the prospect of 
a fat season for air conditioners. 
With the hot season upcoming 
shortly, Sacramento Municipal 
Utility District is holding classes 
for salesmen on how to push 
this big profit item. Last year 
9,687 refrigerated room. air 
conditioners were sold in the 
Sacramento area, a 98.7% in- 
crease over the 4,876 sold in 
1958. 

Dealers and distributors are 
pepped up over a trade show 
by the Sacramento Valley Elec- 
tric League. It attracted 2,000 
and stimulated ‘thinking about 
new marketing ideas. Discount 
houses haven’t hurt too much. 
While the discount merchants 
are getting good turnouts and 
are freely using advertising, 
they are not getting enough 
business to turn other dealers 
into discount merchants which 
is what has happened to some 
degree in Los Angeles and the 
San Francisco Bay region. 

General Electric’s third an- 
nual Golden Value trainload 
sale has hit its peak with re- 
sults “greatest ever’ in moving 
all white line items. Forty rail- 
road cars of G-E products were 
moved into Sacramento for the 
sale. 











ANDISING WEEK 
‘What Is New 
In Batteries? 


Three things—at three different 
manufacturers. 


Radio Corp. of America’s semicon- 
ductor and materials division has 
come up with an electron unit, 
which is said to extend “greatly” 
battery life and improve the sound 
quality of transistor radios. 

It’s a “compensating diode,” the 
first germanium device of its kind 
in the industry, according to T. R. 
Hays, manager of the division’s 
marketing department. And it’s now 
available to electronic manufac- 
turers on a commercial basis. 

The unit is smaller than a pencil 
eraser and looks like a transistor. 


Yardney Electric Corp., New York, 
has developed a_ silver-cadmium 
“silicad” portable TV battery that 
can operate more than 2,000 hours. 

The eight-cell battery weighs 2.6 
pounds, and is about the size of a 
brick pint of ice cream. Now in 
mass production, it is rated at 5 
ampere-hours and has a nominal 
operating voltage of 8.7 volts. 

The new “silicad’”’ system com- 
bines silver’s high power output 
with cadmium’s long life, Yardney 
says. That means “silicad”’ batteries 
have a capacity two-and-a-half 
times greater than that of heavier 
batteries, according to the company. 
Some uses: Portable commercial 
and military equipment. 


Bright Star Industries has formed 
Kent Energy Corp., a wholly owned 
subsidiary, to offer a low-priced 
line of imported batteries, labeled 
and packaged in America. 

For the first time, according to 
Robert Frost, Bright Star’s pres- 
ident, distributors in the hardware, 
automotive, electronic, electrical 
and other related fields can match 
prices of import competition profit- 
ably. 

Kent is establishing representa- 
tives in various countries for pur- 
chasing and quality control. The 
company expects to be set for full- 
line distribution by May 1. 





While Candidates Stump, 
Betty Furness Is Nominated 


In _ what’s becoming another 
American political tradition, West- 
inghouse has again picked up the 
tab (an $8.5 million tab this year) 
for sponsorship of CBS coverage of 
both political conventions and the 
election-night vote counting. Last 
week, nearly 600 Chicago dealers 
and salesmen learned what all that 
money will mean to them. 


While candidates fight for votes on 
the convention floor, Betty Furness 
will be busy plugging Westing- 
house’s center-door refrigerator and 
its mobilaire air conditioner on 
coast-to-coast television. 


Backing up the convention TV com- 
mercials will be key city newspaper 
advertising, national magazine ads 
and plenty of promotional ties for 
dealers. 

To put the Chicago dealers in a 
receptive mood, the local distribu- 
tor re-ran filmed highlights of CBS 
coverage of the 1956 conventions, 
also sponsored by Westinghouse. 
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TheFTC Is Watching You and Your Advertising 








Sixteen Million Heating Pads in 48 Years 


THAT’S THE RECORD at Northern Electric Co., Chicago. To celebrate the 
occasion, Ed Gietl, right, manager of the company’s Chicago plant, presents 
S. I. Russell Jr., president, with the 16-millionth pad off the production line 
since Northern introduced the product in 1912. 





What Is This 90 on 30 Jazz? 


Norge’s Message to Its Dealers 


It means that on March 30, 
Norge will preview its 1961 
line on a 90-minute, closed- 
circuit telecast to dealers 


New products, new plans and a 
major policy announcement will 
flash across bigger-than-life screens 
in 75 cities across the nation—a 
network, which Norge says is the 
biggest ever tried in the major ap- 
pliance field. 

The pattern will be identical in 
each city. First, dealers will see 
the hour-and-a-half telecast. Then 
they’ll see the new Norge line “in 
the flesh.” 

And to the 75 distributors who 
will run shows in their cities, Har- 
old P. Bull, assistant to Norge’s 
president, made this promise: 

“You'll write more business on 
that one day than in any day in 
your lives.” 


The spectacular will originate in 
Chicago. TelePrompTer will provide 
the closed-circuit network into each 
city. The system was previewed to 
delighted Norge distributors in Chi- 
cago a few weeks ago. 

TelePrompTer is taking care of 
all the details. All Norge distribu- 
tors have to do is bring out their 
dealers and provide refreshments. 
And to make things easier for the 
distributors, Norge is giving them 
“how to do it’’ books, complete 
down to suggested opening remarks: 
. We are approximately one 
minute away from the _ biggest 
closed-circuit meeting ever held in 
the major appliance field .. .” 


Norge is keeping mum about the 
major policy announcement, but 


has dropped a few hints about its 
new product line. 

For example, the “Never-D- 
Frost” feature, available now only 
in refrigeration compartments, will 
probably show up in the freezer 
sections of a few new models. 

And the new line is expected to 
include a é 12-foot refrigerator, 
pegged to retail at what Norge is 
calling “a lower-end price.” 


New merchandising plans to be 
broached during the telecast, will 
include, on Norge’s part, details of 
both a four-color, national maga- 
zine campaign and a_ two-phase 
newspaper campaign. 

For dealers, there will be ‘“per- 
son-to-person”’ pian books, outlin- 
ing promotions, publicity sugges- 
tions, special premiums and adver- 
tising schedules. 


Norge will also use the telecast to 
help create a new image, linking 
the Chicago company to the giant 
Borg-Warner Corp. A _ need for 
image-building developed when 
Norge learned many of its biggest 
dealers regarded the company as 
a smali operation. Most did not 
connect Norge with Borg-Warner. 

To remedy that, the telecast will 
include appearances by B-W chair- 
man Roy Ingersoll and B-W presi- 
dent Robert Ingersoll, plus a visit 
to the sprawling Borg-Warner- 
owned R. C. Ingersoll research lab 
near Chicago. 


Norge’s end of the show, of course, 
will feature chairman Judson Sayre 
and a bevy of company officials, 
plus, as one press release put it, 
“the real stars of the show—the 
new products.” 





CONTINUED FROM PAGE | 


The Federal Trade Commission is on the prowl again. And this 
time its investigators are a year older and a year smarter in the 
ways of the appliance business 


The target still is you and your 
retail advertising. 


The major weapon is still publicity 
—exposing your “false and de- 
ceptive advertising’ to your cus- 
tomers and competitors through the 
mail and the local press. 


The punishment, if wrist slaps don’t 
work, is still long-shot court action 
resulting in $5,000-a-day fines un- 
til you straighten up and fly right. 

Twice last week a word to the 
wise crept out of Washington, D. C. 
The first word was fact; the sec- 
ond, rumor—now vigorously denied 
by FTC. 


Fact: FTC Chairman Earl Kintner 
told an advertising club in Minne- 
apolis that his staff is currently 
conducting a survey to determine 
how well appliance manufacturers 
and dealers—specifically—are com- 
plying with FTC’s 16-month-old 
“Guides Against Deceptive Pricing.” 

The 25 survey cities are secret. 

The survey uses a clipping serv- 
ice to inspect retail advertising. Re- 
sults are incomplete as yet. There’s 
evidence of compliance. There’s also 
enough evidence of non-compliance 
for the FTC to assure EM Week 
that “more will be heard from the 
FTC in the near future.” 


Rumor: A supposedly reliable, ex- 
pensive, tightly circulated Wash- 
ington newsletter on March 2 re- 
ported that FTC was experiment- 
ing with a plan to go well beyond 
the area of mere deceptive adver- 
tising and into the honesty of mark- 
ups, margins and gross profits in 
appliance merchandising. 

The report said FTC looked into 
the affairs of leading electrical ap- 
pliance dealers in a selected city. 
It found that most of them were 
using manufacturers’ retail list 
prices based on markups of about 
40%. 

Then, the report went on, FTC 
found that discount houses had cut 
markups to around 15%. So, the 
report concluded, FTC considers 
that list price—to be actual—should 
be in the neighborhood of 15%, 
with the maximum at about 18%. 


When questioned by EM Week, FTC 
categorically denied any such ex- 
periment, any such selection of city, 
and any such opinion on what re- 
tail appliance markups should be. 
It also denied itself any right to 
such an opinion or activity: “We 
have no business telling any dealer 
what his markup should be,” John 
Heim, director of FTC’s Bureau of 
Consultation told EM Week. 


Vigorously disturbed by the sug- 
gestion that FTC was exceeding its 
government-defined function, Heim 
restated that function: “We’re only 
interested in prices and their re- 
lation to fictitious lists in mislead- 
ing and deceptive advertising.” 

In answers to some hypothetical 
questions, FTC agreed that how 
much a dealer gets is his business 
—even if it’s 500%. 

Further, FTC says it is not the 





customer’s keeper, either. “If she 
does not want to shop, and as a 
result pays a higher ticket, that’s 
not our business,’”’ Heim went on to 
explain. 


FTC’s only explanation of the 
newsletter’s report is that these 
markup matters might be personal 
opinions of certain FTC investi- 
gators. But they were not the opin- 
ions—personal or official—of the 
Commission’s executives. 


False and deceptive advertising, 
however, is clearly the province of 
FTC. And there is new and vigorous 
brush beating in that province. 

The appliance field is the specific 
target because, according to Chair- 
man Kintner: “A large percentage 
of pricing complaints we receive in- 
volve these products and because 
the problems are typical of those 
we encounter in most other in- 
dustries.” 

The 25-city check mentioned 
above is being made to see if deal- 
ers are complying with FTC’s 
“Guides Against Deceptive Pricing,” 
published Oct. 2, 1958, in the gov- 
ernment pamphlet FTC L-4375. The 
guide is available at FTC head- 
quarters in Washington, at nine re- 
gional offices, or at local Better 
Business Bureaus. And it’s dis- 
cussed at length in ELECTRICAL 
MERCHANDISING, April, 1959, 
“Clean Up in Advertising: Fact or 
Fancy?” 

Chairman Kintner says he wants 
to get compliance on a voluntary 
basis, through letters and citations 
short of cease and desist orders. 
But, “where we fail in that objec- 
tive, every weapon in our arsenal 
will be used if necessary, to obtain 
compliance which the law demands 


” 


Dealers aren’t the only targets: 
“While we realize the limitations 
upon our jurisdiction of advertising 
at the local level, we intend to pur- 
sue these violations at every level 
of manufacture and distribution of 
appliances with the thought that 
elimination of deception at the 
source will do much to diminish de- 
ception at the retail level,’’ Kintner 
said. 


What can FTC do? “We have au- 
thority to issue orders to cease and 
desist, and if they are violated, the 
courts can assess the violators a 
maximum of $5,000 per day per 
offense,” he went on. 

“Our authority is also broad 
enough to include firms, their offi- 
cers, their advertising agencies and 
even the media, if they are subject 
to the original order,’’ Kintner ex- 
plained. 

A gloved hand holds the big 
stick, though. “The force of the law 
becomes necessary only when self- 


policing breaks down,” Kintner 
said. 
And his final word: ‘“(Adver- 


tisers) must meet this crisis by an 
ambitious program of self-regula- 
tion. If they don’t, they may rest 
assured that they will be faced with 
more government regulation.” 





When Is an Outboard Motor a Mower? 


WHEN ACCO MAKES IT. Bernie Epstein, left, manager, Paul Silken, Inc., 
explains how this revolutionary ACCO outboard motor and mower is convertible 
at the National Outdoor Exposition in New York. 





A Sell-Out Comes to San Francisco 


As NARDA’s Sehool Convenes 


It’s standing room only in San 
Francisco today as the NARDA 
Service School opens with 55 reg- 
istrants. More than a dozen other 
dealer personnel have been turned 
down as early as a week before the 
opening of this three-day meeting, 
which is a good indication of the 
widespread acceptance the conven- 
tion has received. Service-conscious 
retailers and service managers ar- 
rived last night at their headquar- 
ters, the Canterbury Hotel, from 
every section of California, from 
Washington, Oregon, Utah, Nevada 
and Arizona. They joined for an in- 
formal cocktail party and dinner 
before getting the rest they need for 
the following program at San Fran- 
cisco State College: 


Today—‘A Positive Approach to 
Service,” by Paul Bryant, Hoffman 
Electronics Corp., Los Angeles; a 
talk on “Compensation” by W. G. 





Brand-New Discount Group 
Takes Stand on Questions 


“We propose to fight against fair 
trade and unreasonable Sunday 
closing legislation,” the directors of 
the National Assn. of Discount De- 
partment Stores said at the group’s 
organizational meeting. 

“We intend to set up a broad 
public relations program with strong 
anti-inflational tendencies to popu- 
larize the role of the discount de- 
partment store in the community,” 
the directors’ statement went on. 

Unofficial figures place the num- 
ber of operating discount opera- 
tions in the country at over 3,000. 
About 50 of them have committed 
themselves to NADDS membership. 
NADDS 


headquarters: 50 Central 


Park West, New York. Wilbur Du- 
berstein is the executive director. 





McNeal, Hotpoint, Chicago; “The 
Modern Service Department,” by 
Robert Myers, Philco, Los Angeles; 
“Servicing Two-Way Radio,” by 
John Blackwood, Urner’s, Bakers- 
field; “10 Commandments of Good 
Service,” by Harold Witham, Bak- 
ersfield; a forum “Your Most Pres- 
sing Problem” conducted by Carl 
Hagstrom, General Appliance, San 
Francisco. 


Tomorrow—‘‘Utilizing Shop Rec- 
ords,” by John Langan, Kelmor 
Service, Newark, N.J.; “Handling 
Service Contracts,” by Robert W. 
Redecker, RCA, Camden, N.J.; 
‘Methods of Charging for Service,” 
by Ross Hill, Kelvinator, Detroit; 
“Service Shop Layout,” by Robert 
Lewis, Whirlpool Corp., St. Joseph, 
Mich.; “White Goods Warranties,” 
by Victor Petchul, “Appliance Man- 
ufacturer” magazine; ‘Transistor 
Service,” by John Jortner, Motorola, 
Chicago; a forum on “Your Most 
Important Contribution to Good 
Service,’ conducted by Ed Pierce, 
Vallejo, Calif. 


Wednesday—“The Service Manager 
and Self Organization,” by C. A. 
Duffy, Packard-Bell, Los Angeles; 
“Methods of Improving Service Op- 
erations,” by Elmer Fentor, Norge 
Sales Corp., St. Joseph, Mo.; “Serv- 
icing Color TV,” by John Freeman, 
Admiral Corp., Chicago; “Service 
Sales Management,” by Elbert Mer- 
rian, Sylvania, Batavia, N.Y.; “Ad- 
vertising Your Service,’ by Gordon 
Jacobs, BBD&O; “How to Win 
Friends and Influence Customers,” 
by John Miller, G-E, Louisville. 

A graduation banquet on Wednes- 
day evening will be open to non- 
registered members of the appli- 
ance-TV industry. Speaker will b« 
Glenn Anderson, lieutenant gov- 
ernor of California. 





ELECTRICAL MERCHANDISING WEEK 


New Competition Blobms: 
Gas for Air Conditioners 


Robertshaw-Fulton developing 
free-piston compressor for use 


in central, auto units 


All this will be coming down the 
road sometime next year. 

Essentially, the new device is a 
simple internal combustion engine 
and refrigerant compressor in a 
single unit with only one moving 
part. It’s designed to handle such 
a commonly used refrigerant as 
Freon. 

The piston is called “free” be- 
cause there’s no mechanical link 
between it and the power. Combus- 
tion of gas takes place at one end 
of the cylinder and compression of 
the refrigerant at the other. From 
this point on, cooling action is the 
same as in the conventional air 
conditioning units. 

The free-piston compressor works 
on natural or bottled gas and, with 


minor modifications, on ordinary 
automobile gasoline. 
Technicalities aside, once the 


Robertshaw-Fulton Controls Co. has 
the component ready for its assem- 
bly line, the compressor will be 
offered to all manufacturers of com- 
plete air conditioning systems. The 
company contemplates building a 
$4-$5 million plant in Ohio or In- 
diana. 

Dealers will have an additional 
type of gas-fired air conditioning 
unit available for sale and installa- 
tion. There’s one important thing 
to remember: The compressor will 
not be built into room units. 

But the American Gas Assn. 
hopes air conditioners using the 


new compressor will be installed as 
central units in homes, stores, mo- 
tels, offices as well as cars, buses, 
trucks and aircraft. 

Once the compressor is ready, air 
conditioning manufacturers can put 
it into units up to 20 tons. It will be 
available for three- to six-ton cen- 
tral home units and a smaller one 
will be made for automobiles. 

Response to the development, ac- 
cording to a Robertshaw-Fulton 
spokesman, has been keen although 
the company is not now prepared 
to make any definite statement on 
sales. 

“We have had lots of mail and 
inquiries about it,” the spokesman 
admitted. 

Hoping that manufacturers will 
take this development and run with 
it, the American Gas Assn. believes 
that the gas-fueled units will enable 
its people to fill the summertime 
gap in sales. The unit is claimed to 
be completely competitive with 
present cooling systems and has the 
added advantage, gas people claim, 
of utilizing the “vast availability”’ 
of gas during the summer months 
when the fuel is not being used for 
central heating. 

The compressor was developed by 
the Battelle Memorial Institute of 
Columbus, Ohio, under the spon- 
sorship of the American Gas Assn. 

Last December, Battelle granted 
exclusive manufacturing rights to 
Robertshaw-Fulton and turned over 
a working prototype to the com- 
pany. Robertshaw-Fulton and Bat- 
telle are still doing development 
work on the project te prepare it 
for the manufacturer. 





Does ‘Fair Trade’ Have a Prayer 


After the Parke, 


At least one group thinks so. 
That’s the Bureau of Eduea- 
tion on Fair Trade 


After the U.S. Supreme Court’s 
decision in the Parke, Davis case, 
there was widespread feeling—both 
in and outside the appliance-TV 
industry—that fair trade efforts had 
been dealt a death blow. 

(The ruling said that the company 
had violated the Sherman Anti- 
trust Act in 1956 when it tried to 
control price-cutting on some of its 
products in a non-fair trade area.) 


But not everyone agreed. 

“It’s incorrect to say the decision 
strikes a ‘death blow’ to fair trade,” 
said Eugene Boe, speaking for the 
Bureau. “It (the decision) has noth- 
ing to do with fair trade.” 

What Boe was pointing out was 


Davis Affair? 


this: The decision had nothing di- 
rectly to do with efforts of his and 
other groups to get a national fair 
trade law. But, interpreted the right 
way, the decision could be a boon 
rather than a blow to such groups. 

“Our interpretation is that the de- 
cision very much points up the 
necessity of getting a national fair 
trade law,” he stated. 


The Bureau’s reasoning goes like 
this, according to Boe: ‘‘Under the 
new interpretation of the Sherman 
Antitrust Act, it will be increasingly 
difficult for manufacturers to stipu- 
late resale prices and have those 
prices honored.” 

So, for those states that have no 
fair trade laws—and for the whole 
country, Boe said, “The only solu- 
tion for avoiding a completely cha- 
otic market is to get a good 
federal fair trade law.” 





Blister Pack Plus the Eye ’N Buy Rack Mean... 


. more sales for Westclox. Be- 
hind the new packaging is the 
biggest marketing program in the 
company’s history. And the entire 
schedule is being paced by nation- 
wide television promotions. 

The Blister Pack is a self-service, 
rack package which Westclox told 
EM Week boosted test sales by 
about 70%. With this arrangement 
customers can start a clock and test 


the alarm without opening the 
package. The blister, a clear plastic 
shell, is set on red, white and blue 
cardboard. Price and selling mes- 
sage are on the package which is 
the result of three years of design 
engineering and marketing testing. 

Besides this pilfer-proof package 
which keeps clocks “factory fresh” 
Westclox is offering dealers com- 
plete product service. 
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Dryer Model LB035 








Washer Modei LW035 


Spring into extra laundry 
sales with the big Hotpoint 


SPRING 
OPENING SALE! 


@ POWERFUL NEWSPAPER ADS 

@ COLORFUL DISPLAY PACKAGE 

@ TRAFFIC-BUILDING PLANT STARTER 
@ NO-IRON SHEET PREMIUM 


Hotpoint Dealers’ profit opportunities are greater than ever before 
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AIR CONDITIONERS 


ELECTRIC BASEBOARD HEATING 
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Manufacturers Check New Switch 


down to meet ap dliance specifica- 


A new concept in sealed switch 
engineering may eventually save 
the appliance business man-hours, 
service headaches and dollars. 

Developed originally for the mis- 
sile program by Space Components, 
Inc. of Washington, D. C., the Flux- 
Link switch can knock out a lot of 
major appliance problems because 
of its super-reliability, the devel- 
opers claim. 

Five major appliance manufac- 
turers are investigating the new, 
switch, according to Chauncey 
Brooks Jr., secretary-treasurer of 
Space Components Inc. 


What can the switch do for the ap- 
pliance industry? 
“Well,” said 


Brooks, ‘“We’ve 


learned that somewhere in excess 
of 50% of all service calls are for 
switch failures of some sort. We 
think our switch can cut that to 
maybe 5%. (Some manufacturers 
found this figure high.) 

“A manufacturer who makes 
dishwashers told us that finally 
here is a switch that’s detergent- 
proof. A garbage disposer maker said 
that 95% of his failures occur in 
the switch.” 

Savings are not limited to appli- 
ances. The manufacturer, according 
to Brooks, can utilize the switches 
to cut expensive “downtime” on the 
assembly line. 


Right now, there’s one major 
problem for Space Components, 
Inc. The switch must be scaled 
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tions and here price is critical. 
Brooks estimates that the company 
is a year to “a year and a half” 
away from delivery. 


Three separate FluxLink switches 
are designed to operate through a 
range of temperatures from minus 
65 deg. F to plus 900 deg. F, in or 
out of water. 

The switch, according to Stanley 
Reed, company president, is built 
around two principles: FluxLink in 
which the flux inherent in a magnet 
is piped through a solid barrier into 
a sealed chamber containing the 
contacts; Flux-Lock which converts 
this piped flux into snap action, 
eliminating the use of springs. 





HERE IS THE MOST COMPLETE FREEZER SELLING PROGRAM IN THE INDUSTRY 
AND, ONLY BEN-HUR, America’s Finest Freezer Can Give It To You... 
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New Full-Picture size. 20 sq. in. more picture 
— with full fidelity from corner to corner. And 
the extended corners show more of the picture 


1960 





MORE OF EVERYTHING! 














RCA VICTOR 23° FULLPICTURE TV 


(282 SQ. IN.—23” TUBE OVER-ALL DIAGONAL) 


More Picture 


Wide angle shape—no wasted picture—the new best-seller 
in TV! 


More Power 


25% brighter picture—100% greater contrast! Great RCA 
Victor selling features! 


More Quality 


Wood! Wood! Wood! . . . in every RCA Victor Full-Picture 
cabinet! Security Sealed Circuits that seal quality in— 
trouble out! 


More Pace-Setting Design 


More of RCA Victor's sellable designs by TV stylists whose 
designs have sold millions consistently! Slim, flat-back cabi- 
nets in every model! Seven new models in a variety of styles 
—modern lowboys, Early American and Danish consolettes, 
Traditional uprights, and more! All Full-Picture TV models 
double as Stereo-Speaker units. 


20,000 volts in every Full-Picture model! (Compare this 
with other big picture lines) 


From RCA Victor—the most trusted name in television—comes 
this great new line of the ‘newest in TV” that emphasizes once 
more RCA Victor’s leadership in home entertainment. 

RCA Victor Full-Picture 23” TV puts a better picture and more 
of it where your customers can see it. 

Your customers get more picture, more value, more enjoyment. 
You get more profitable sales opportunities! 

It makes good sense to display and promote RCA Victor TV 
—the brand more people own than any other! 








cet 
eee ennenn ene 


THE WARRINGTON. Full-featured console in a popular style. 
Easy-rolling casters, Super-Signal Guide Tuner with four cir- 
cuits to boost weak signals. Duo-Cone Speaker—like two 
speakers in one—adds brilliance and realism! Stereo jack, 
Tube Guard, 20,000 volts of picture power. Tinted safety glass 
bonded directly to tube face. 








RCA VICTOR 


YOUR MOST TRUSTED NAME IN TELEVISION 





100% greater contrast. 25% brighter picture. 
High-power chassis for extra sharpness and 
sparkle under all conditions. Outstanding fringe 
that the camera sends. area reception. 


Get the full picture...look behind the RCA Victor FULL-PICTURE SCREEN! 


As always, built with RCA Victor quality! 
Security Sealed Circuits are the same type spe- 
cified in vital defense projects. They seal in qual- 
ity, seal out trouble. 


SPECIFICATIONS SUBJECT TO 
CHANGE WITHOUT NOTICE 
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WORLD 
APPLIANCE NEWS 


e@ U.S. manufacturers 
Arab TV set market. 

@ Robertshaw-Fulton is producing 
gas controls in Mexico. 

e Israeli refrigerator maker will 
build plant in Turkey. 


move into 


BEIRUT (McGraw-Hill World 
News)—For the first time, U.S. man- 
ufactured sets have hit the market 
in Lebanon and Iraq, two Arab 
countries with regular telecasts. 
G-E was first, with models of its 
Designer series converted to meet 
European technical specifications. 
And Westinghouse is said to be 
planning conversions on some of its 
sets. Up to now, all TV receivers 
imported into Lebanon came from 
European countries, including the 
Soviet bloc states, and Japan. 


MEXICO CITY—Expanding into 
Mexico to take advantage of the 
country’s increasing market for 
home appliances, Robertshaw-Ful- 
ton Controls Co. has formed a sub- 
sidiary for the manufacture of auto- 
matic control devices for gas appli- 
ances here. The new company 
name: Robertshaw-Fulton Mexi- 
cana S.X. de C.V. 


MILAN—Westinghouse, Admiral 
International Corp. and Sylvania 
will exhibit at the 38th Interna- 
tional Trade Fair here, April 12- 
27. Theme of the American exhibit: 
Testing and quality control of con- 
sumer products. And so all three 
companies will demonstrate manu- 
facturing and testing procedures of 
their merchandise, ranging from 
hi-fi to dishwashers. 


TEL AVIV—A leading Israeli re- 
frigerator manufacturer will supply 
the know-how and equipment to 
set up a plant in Turkey. Amcor, 
Ltd., has an agreement with the 
Arcelik Co., Istanbul, which will 
set up the first stage of the plant. 
Then, Amcor will gradually equip 
it for full-scale production. 


Take Me Out 
To the Markets 


The San Francisco Markets are 
going giant with the Giants this 
year. A series of five special market 
days tied in with night games of 
the San Francisco Giants baseball 
team has been arranged beginning 
April 14 and continuing through 
Aug. 26. 

Events at the Western Merchan- 
dise Mart that will tie in with the 
ball games are: the Western Toy, 
Juvenile & Wheel Goods Market, 
May 22-25; the Western Summer 
Home Furnishings Market, July 
24-29; the San Francisco Gift, Toy 
& Housewares Show, Aug. 7-10; 
and other special events. 





Hundreds of “packaged deals” have 
been sold for these events, accord- 
ing to Henry A. Adams, general 
manager of the Western Merchan- 
dise Mart. Included are tickets to 
the Giant games, buffet dinner at 
the Mart and bus transportation to 
the Giant’s new Candlestick park. 

Some of the concerns and organ- 
izations offering the “baseball pack- 
ages” as prizes: the Furniture Club 
of Northern California, the San 
Francisco Floor Covering Club and 
the Pot & Kettle Club. 
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No Camels in This Caravan 


CARGO IS CARRIED by 32 Hertz station wagons. The cargo? Admiral’s new 
19-inch line of portable and table model TV sets. Admiral Sales Corp., Metro- 
politan Division, last week staged the caravan, which took sample sets to fran- 
chised dealers in the New York metrepolitan area, New Jersey, Philadelphia 
and Washington, D. C. Dealers were urged to test consumer reaction. 





Will Shopping Centers Change 
Buying and Selling Patterns? 


Definitely, says a panel of ex- 
perts. And it doesn’t matter if 
you’re in a center or not— 
you'll feel the effects 


Three sections of the economy— 
consumers, retailers, manufacturers 
—will feel pressure from mush- 
rooming one-stop-shop centers in 
different ways, according to a group 
of shopping center men sounding off 
at a “Redbook” forum in New York. 
Here are some of the ideas they 
aired: 


Consumers will change their buy- 
ing patterns as more and more sub- 
urbanites and city slickers do their 
shopping at centers. 

For one thing, the little woman 
will give up her place as the pri- 
mary money-spender in the family. 
Dad—and the kids—will go along 
on her buying sprees. 

Why? Because most centers are 
open at night. And when they’re 
open, they’re packed. (One man 
pointed out in centers that stay 
open five nights a week, 60% of the 
business is carried on after 5 p.m.) 

Another effect: There will be 
more big-ticket buying on the spot. 
And sales will be more final. Rea- 
son: The whole family is right there 
to make a decision. Chances are, 
they'll stick by it. 


Retailers will work to make dis- 
plays more appealing, accessible. 
Perhaps more display space is 
needed with demos that let the cus- 
tomer try out a washer, dryer, 
ironer, refrigerator, herself. 


Manufacturers might have to 
change their advertising patterns to 
keep up with shifting shopping 
habits. For instance, if Sunday 
shopping becomes the by-word, 
manufacturers and retailers alike 
will be flooding now-skinny Satur- 


day newspapers with advertising. 

Another possibility: Manufactur- 
ers might change their co-op ad 
programs to force retailers to take 
better advantage of advertising 
plans within centers. 

‘For example, a number of center 
landlords buy newspaper and radio 
space in big chunks—at reduced 
rates. Then they resell the space 
to center retailers at the reduced 
rate. (They get their cut later, since 
most rent contracts have some sort 
of percentage-of-business clause.) 

The men on the panel felt that 
manufacturers could help their re- 
tailers make even better use of the 
reduced rates by sending out rep- 
resentatives to help plan advertis- 
ing, aiming it at the shopping cen- 
ter customer. 

A third effect: Manufacturers 
might pick high-traffic centers to 
introduce new lines. Or test them. 
One shopping center developer told 
of the crowds Ford drew when it 
unveiled its Falcon station wagon 
in the mall of a center down south. 
He pointed out that Ford knew it 
would have an exposure of 250,000 
people a week—normal traffic—not 
counting the people it drew with its 
hoopla. 


Who says so? “Redbook’s” panel of 
experts, whose ideas are _ boiled 
down above, included: E. A. Daniels 
Jr., Community Research and De- 
velopment, Inc., Baltimore; J. B. 
Douglas, The Northgate Co., Seattle; 
Walter Edwards, deputy assistant 
secretary of commerce for domestic 
affairs, Washington, D.C.; Leonard 
Farber, International Council of 
Shopping Centers, New York. 
Also, James Finch, Walgreen 
Drug Co., Chicago; J. F. Hilz, “Red- 
book;” Clarence MacManus, Food 
Fair Stores, Inc., Philadelphia; Rob- 
ert Montgomery, The Kroger Co., 
Cincinnati; Gunnar Mykland, Buell 
Development Co., Denver. 





Stereo Radio Study: 
Zenith Says ‘Me Too’ 


The company urged FCC last 
week to authorize a Zenith-devel- 
oped “compatible” multiplex FM 
broadcasting system. 

Zenith’s system permits broad- 
casting of high-fidelity stereophonic 
music simultaneously with such 
subsidiary services as background 
music for stores, by using a main 
carrier and two sub-carrier signals. 
Conventional FM sets pick up a 
normal program from the main sig- 
nal, Zenith says, while stereo re- 
ceivers get stereo from the main 
signal and one sub-carrier. That 
leaves the third signal free to broad- 
cast for other uses without inter- 
fering with either of the others. 

Main advantages of the Zenith 
system, the company told FCC, were 
three: It does not displace the sub- 
sidiary communications _ services 
that are a major source of income 
to many FM stations; it does not 
degrade stereo transmission; it does 
not reduce significantly station cov- 
erage areas for existing home sets. 





Do Customers Prefer 
30- or 40-in. Ranges? 


To answer this question, a lead- 
ing electric range manufacturer, 
who declined to be identified by 
name, made a survey of the geo- 
graphic pattern of 1959 free-stand- 
ing electric range sales (30-inch 
vs. 40-inch). This wide divergence 
across the country was revealed. 


1959 Free-Standing Range Sales* 

Area 30-in. Models 40-in. Models 
New England 75%, 25% 
Southeast 35 65 
Midwest 50 50 
Southwest 40 60 
Northwest 70 30 
West Coast 

Southern California 35 65 

San Francisco 


Bay Area 60 40 


*Based on a total of 930,000 units sold in 
1959, EM Week, Jan. 18, 1960. 





Latest from Japan— 


Disc-Type Recorder 


This 13-pound portable uses a 
tape that’s not a tape, a record 
that’s not a record and a needle 
that’s not a needle. And the “Mag- 
nafaxe,” introduced in Tokyo by 
the Victor Co. of Japan, retails there 
for $93.20. 

The record is really an erasable 
plastic disc whose surface has been 
magnetized and the stylus is really 
a record head in a tone arm. As the 
magnetic record spins, the tone arm 
energizes a track just as the con- 
ventional tape is energized. 

The machine’s fidelity is probably 
too low to have much influence in 
the home entertainment field, ac- 
cording to industry officials. And 
although the retail price in the 
U.S. would probably be competitive, 
officials of American office machine 
companies had doubts about its 
effect here. 
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could do it...and DOES? 











It will sweep the country right along with’ 

Admiral Avalanche 23! More sales excitement! 
More explosive advertising! A bigger-than-ever 
Admiral lead in Quality Wide-Angle TV! 
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vei The F irst 
19 inch 








AVALANCHE ! 





NEW PICTURE SIZE! 
NEW PICTURE SHAPE! 
NEW PICTURE QUALITY! i200 rer 


PLUS! A totally new kind of remote control! 


NEW SUPER SON-R* DOES WHAT OTHERS ONLY PRETEND TO DO! 


Ultrasonic sound not only turns the TV on, changes channels and adjusts the volume—it 
turns the TV really off! Unlike ordinary remote controls, no tubes are left burning inside 
the set. World’s first 7-transistor remote amplifier in TV stays on constant alert, ready to 
receive Son-R signal. All this without wires, batteries or tubes. 














NEW REMOTE CONTROL 19 INCH PORTABLE TV 


New Super SON-R. Transformer-powered horizontal chassis. Lighted channel 
indicator. Push-button ‘‘On-Off-Volume” Control. ‘“Touch-a-Matic”’ bar tun- 
ing. Sound out-front. The Diplomat: PS19J160 Model Series in charcoal, 
mahogany or blonde oak finishes. The Aristocrat: PS19J170 Model Series in 
rich leather-look grains in white or tan. 


*Pronounced SO-NAR 
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Portable TV! 


First with the 23’s, Admiral ts first again with Wide-Angle 
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NEW THIN MAN? 19 INCH PORTABLE TV! 


Styled like the finest luggage. Only 1214 inches thin. Full range FM 
sound. Handy top tuning. The Custem: PL19J130 Model Series in white 
with brown, green or yellow finishes. The Executive: PL19J140 Model 
Series in rich leather-look grains in charcoal, white or tan. 


19 inch TV in a cabinet as compact as ordinary 17’s! 


NEW! Movie-square 19” tube has 10% more viewing area than 17’ TV. It shows all the 
picture . . . nothing is lost at the corners. NEW! 38% brighter, clearer picture! NEW! Flatter 
114° picture tube ends distortion, permits wider viewing angle. NEW! Automatic Electron 
Focus Control maintains full-screen picture quality . . . assures lasting edge-to-edge sharpness 
and stability. NEW! Optic Filter minimizes reflections and glare. NEW! 5-Year Written 
Warranty on the heart of the TV set—Admiral’s quality etched circuit board. 


tTrademark of Admiral Corporagion 


MARK OF QUALITY vtt»wa, THROUGHOUT THE WORLD 


ADMIERAT we. 
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3 more 19” 
high-styled TVs 


More Selling Power for Admiral’s 
Quality Line of 19 inch TV! 


AVALANCHE ! 
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THE VANGUARD THE REGENT THE PRINCESS 


Big, movie-square 19” TV with the compact Ultra-slim contemporary consolette with Beautiful provincial consolette with remov- 
styling of ordinary 17’s! P19J150 Model detachable legs. C19J120 Model Series in ma- able legs for table model use. Model C19J139 
Series in charcoal, tan or green finishes. hogany or blonde oak finishes on hardboard. in cherrywood grained finish on hardboard. 


Avalanche 
of Advertising 


Admiral releases another Avalanche 
of Ads-—just like the one that zoomed 
Admiral to the top in 23” TV. A tre- 
mendous concentration of advertis- 
ing power will blanket the nation 
with the exciting news about 19” 
Portable TV. 10 big national ads con- 
centrated in just 8 weeks, beginning 
week of April 7. Five ads in LIFE 
and Saturday Evening Post! Plus 
hard-hitting, large-space newspaper 
ads in all the major markets! 
It starts the week of April 7. 
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All-New 1960 Admiral 
Transistor 





POCKET PORTABLE, 8 TRANSISTORS 

The Conqueror— Model Y2091. Largest oval 
speaker of any transistor pocket radio. True big- 
set sound. Vernier tuning. ‘‘Battery Miser.”’ 
Superheterodyne circuit plus RF stage. ‘‘Ferro- 
scope”” antenna. 2 diodes. In black, white and 
green— golden trim. Deluxe gift package available. 





CARRY-ABOUT PORTABLE, 7 TRANSISTORS 
The Spartan— Model Y2108. World’s most 
powerful for its size. 2 diodes. 4” speaker with 
super Alnico V magnet for exceptionally full, rich 
tone. Automatic volume control. ‘Ferroscope”’ 
antenna. Starts playing instantly —no “‘warm-up.” 
In black, coral and green. 





LEATHER-LOOK PORTABLE, 8 TRANSISTORS 


The Olympian— Model Y2127. 2 diodes. Most 
powerful for its size. 3-gang condenser; tuned RF 
stage. ‘Battery Miser.’’ Automatic volume con- 
trol. Built-in “‘Ferroscope’’ antenna. Super Alnico 
V speaker magnet. Precision vernier tuning. Lug- 
gage-type carrying handle. In tan leatherette. 


VEST POCKET PORTABLE, 7 TRANSISTORS 
Vest Pocket Radio— Model Y2061. More power, 
tone and sensitivity than any other radio this 
small. 2 diodes. Earphone jack. Magnified station 
dial. Automatic volume control. Precision vernier 
tuning. In black, white, beige and green. Deluxe 
gift package available. 


8 Top-Quality 
Models! 


Loaded with “Firsts,” they give you 
the greatest power-tone-size selling 
story in the industry! 100% Ameri- 
can-made with American quality com- 
ponents for finest performance and 
dependability! 








3-BAND PORTABLE, 8 TRANSISTORS 

The Clipper— Model Y2137. Ultra-sensitive re- 
ception of shortwave, longwave, standard AM 
broadcasts. 2 diodes. ‘“‘Battery Miser.’’ 3-gang 
condenser—tuned RF stage. Vernier tuning. Can 
be used for emergency navigation bearings on 
ships and planes. Available in rich tan leatherette. 


Radios! 


POCKET PORTABLE, 7 TRANSISTORS 

The Lancer— Model Y2083. 3 diodes. Long- 
distance superheterodyne circuit with RF stage. 
Power, more powerful than any other transistor 
set its size. “Battery Miser.”’ Super Alnico V 
speaker. Automatic volume control. In_ black, 
coral or white; golden trim. 





LEATHER-LOOK PORTABLE, 7 TRANSISTORS 
The Adventurer— Model Y2119. High-level un- 
distorted output. 3 diodes. Exclusive ‘Battery 
Miser.”’ Automatic volume control. Finest quality 
Alnico V speaker. Long-distance superheterodyne 
circuit. ‘‘Ferroscope”’ antenna. Available in gray 
leatherette. 





9-BAND PORTABLE, 9 TRANSISTORS 

The All World— Model 909. Standard, longwave, 
7 shortwave bands. Ultra-sensitive reception of 
international, aircraft, marine, weather, police and 
amateur broadcasts. 3-gang condenser; tuned RF 
stage. “Battery Miser.’’ 3 diodes. Powerful 4”x6” 
speaker. 4 antennas. In gray leather-look finish. 


Ads! Ads! And More Ads! 


Another intensive Avalanche of Ads on radios! Coast-to-coast cov- 
erage! A heavy schedule of big-space insertions in national maga- 
zines—Esquire, Holiday, National Geographic and others. Plus ad 


after ad in all the major market newspapers! 


MARK OF QUALITY 


THROUGHOUT THE WORLD 
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Admiral’s 
AVALANCHE ! Appl 1anc Ee 
Avalanche 


3 New Freezer Specials! 
Greatest Sales Values in Freezer History! 
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New Slimline 16.2 cu. ft. Upright Freezer New Slimline 15.3 cu. ft. Chest Freezer 
Model 16VF40— 4 new double-grid freezing shelves plus an extra Model 16HF30—stores 536 lbs. of frozen food. Storage basket. 
shelf. 5 deep-capacity door shelves. Built-in door lock. True built-in Quick-freezing compartment. Built-in lock. ‘‘Self-Sealing”’ safety 
design. Fits flush to wall. 5-year food protection policy. New high- lid. 5-year food protection policy. Model 16HF40 (not shown) in- 
density fiberglas insulation. ‘“‘Circulating cold air’’ design. cludes Automatic Warning Light, Lid Light and 2 removable baskets. 


Appliance Avalanche of Ads 


TEN dominant newspaper ads in all major markets! Full-page 
magazine ads in Saturday Evening Post, Sunset, Successful 
Farming, Farm Journal and Progressive Farmer. Plus a block- 
busting “Special Offer” promotion on Refrigerators and Freezers. 
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2 New Refrigerator 
Specials! Hard- 
Sell Models for 
Extra 

Pulling Power! 


2 New Admiral 
Dual-Temps! 
2-Door Quality 
at 1-Door Prices! 


2 All-New Imperial 
Dual-Temps! 

America’s Finest Quality 
Refrigerator-Freezers! 








MARK OF QUALITY 


ADMIRAL 





New Deluxe 9 cu. ft. Refrigerator 

Model 9R15—8.55 cu. ft. gross capacity. 3 spacious 
shelves. Full-width crisper optional, freezer chest and 
drawer. Adjustable Climate Control. Interior light. 
Wide-range temperature control. 


New 2-Door 13 cu. ft.Custom Dual-Temp 
Model 14RF50—12.7 cu. ft. gross capacity in floor 
space of ordinary 10-11 cu. ft. refrigerator. ““No 
Defrost” fresh food section. ‘“‘Pantry Door.’”’ Giant 
capacity freezer. Full porcelain crisper. 


New 2-Door 15 cu. ft. Imperial Dual-Temp 
Model 16RF63—14.67 cu. ft. gross capacity. ““No 
Defrost”” moist-cold compartment. Slide shelves. Ex- 
‘“Magic Ray” Air Freshener. Meat Keeper. 
106 1% lbs. freezer capacity. Flat-back, thin-wall design. 


clusive 


5 exterior colors. Other Imperial Appointments. 


atte, 


THROUGHOUT THE WORLD 
















New Deluxe 11 cu. ft. Refrigerator 

Model 11R35—10.8 cu. ft. gross capacity. “‘Pantry 
Door” with 4 removable shelves. Butter and cheese 
chest. Stores up to 47 lbs. of frozen food. Full-width 
crisper. Tall bottle space. 


New 2-Door 15 cu.ft.Custom Dual-Temp 


Model 16RF60—14.7 cu. ft. gross capacity in floor 
space of ordinary 12-13 cu. ft. refrigerator. Chrome 
framed doors. ‘‘No Defrost’’ fresh food section. 1064 
lbs. freezer capacity. Twin porcelain crispers. 





New 2-Door 15 cu. ft. Imperial Dual-Temp 


Model 16RF83—14.9 cu. ft. gross capacity. Slide 
shelves. ‘‘Magic Ray”’ Air Freshener. Twin porcelain 
crispers. ‘‘No Defrost”’ moist-cold compartment. Sub- 
zero freezer holds 144 lbs., has “Pantry Door.” 5 
exterior colors. Other Imperial Appointments. 
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Joe Lederer opened his first appliance store in Bridgeport, Conn., during the Great Depression. 
Two deeades later, he found that store caught in the Great Merchandising Revolution. That’s 


why ELECTRICAL MERCHANDISING’s “Modernize for the Future” issue caught Lederer’s eye 


in November, 1958. Now. he has combined EM’s suggestions with his own ideas and opened a 


big new store filled with merchandising innovations. That’s why Lederer says 


‘After 26 Years 


Pm Still Learning 
This Business’ 


And in planning his new store, Lederer ap- 
plied five lessons he learned in the old one. 


The first basic lesson: stay downtown. This 
decision was implemented in late January this 
year by the opening of a glistening new store 
at 195-197 Fairfield Avenue. Behind a gleaming 
glass storefront lies 4,000 square feet of appli- 


ance-TV showroom, and a like amount of room 
for storage and used departments in the base- 
ment. 

“We are in the veritable hub of Bridgeport,” 
says Lederer. ‘‘We are downtown.” 

There can be no quarrel with his claim. If 
he tried to crowd closer downtown he’d be 
heading for the suburbs. That’s exactly the way 


By JOHN A. RICHARDS 


Lederer wants it, because: 

“There'll always be a downtown,” he argues. 
“Downtown is the shopper’s hub, the hard core 
to which customers inevitably gravitate. We 
have enough faith in the potential of down- 
town to stake our future on it.” 

That stake for the future cost Lederer 
exactly $80,000. 
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NEW DOWNTOWN LOCATION puts Lederer next to a department store, across the street from Sears and within a few hundred yards of other key stores. 








GOOD RECEPTION DESPITE INTERFERENCE from nearby tall buildings is assured by this innovation—a loop antenna concealed in wall behind radio display. 


Lesson #2: Make innovations. Many of them 
ran up the total cost. 

Lederer had owned the Fairfield Avenue 
property since 1945. A modern two-story build- 
ing was in the cards earlier but the Korean 
War knocked them askew. At the close of the 
50’s, Lederer was prepared to go beyond simple 
renovating. And he did. 

The existing store was completely renovated. 
Steel beams were added to the tune of $12,000 
for the steel alone. The ceiling was dropped to 
10 feet throughout. On top of that a second 
addition, 33x40 feet, was constructed on the 
rear of the existing building. This became a 
brilliant TV and stereo-hi-fi room, at a cost 
of some $20,000. It became the successor to a 
similar room, patch-quilted and cumbersome, 
which the firm had in the basement of the 
former location, 1015 Broad Street. 


i ‘ 


LEDERER IS NOT SO HAPPY now about his experience in running a branch store 
1951. 


above when small Black Rock outlet was opened in 


“Now we've got everything on one floor,” 
waves Lederer expansively. “And a customer 
can sweep through from front to back.” 

The same customer sees many other new im- 
provements in the 17-year-old store. Twelve 
rows of fluorescent lights bring virtual daylight 
inside. Eight spots in the forefront of the store 
enable Lederer to spotlight special items dis- 
played in his window-showroom. A fancy sign 
across the storefront cost $2,000. The store’s ex- 
pansiveness allows for island groupings and 
wide aisles. And along one wall are four sell- 
ing desks, desks for secretaries and Lederer’s 
private paneled office. Woodwork throughout 
the store is bone walnut, light-toned to con- 
form to the bright tone of the whole store. 

Not immediately noticeable to customers but 
incorporated in the building is complete air 
conditioning. Put in at a cost of $2000 is a 


as he was in the picture 


master antenna system, which runs to a neigh- 
boring tall building, allows 50 TV sets to be 
hooked up at one time, and which will give the 
best possible area reception. In _ addition, 
neatly imbedded in a 3x5-foot pegboard, di- 
rectly behind the four tiers of shelves on which 
radios and small hi-fi sets are displayed, is a 
loop antenna. This board is covered over by 
walnut paneling. The antenna in turn is hooked 
to the master antenna system. Any radio 
plugged into the board’s outlets has its signal 
amplified by the loop antenna. This is how 
Lederer’s store overcomes static noises. 

The basement of the new store is devoted to 
various storeroom cubicles. The main basement 
area will be turned over to a used white goods 
department. Reconditioning, however, will be 
done on a contract basis, with no service addi- 
tions to payroll. 


Lesson #3: Stick to one store. For 18 years 
Lederer operated from a single store, first at 
917 Main from 1933 to 1942, until fire gutted 
that location. His operation then shifted to the 
just-abandoned Broad Street store. By 1951 he 
was ready to try branching, and located on 
Black Rock Turnpike. 

The unit was a small one, about 15x50 
feet, requiring one salesman and an office girl. 
Lederer operated it for two years and then 
closed it down. He has not revived the idea. 

Of this second-store experiment he now says: 

“It was basically too small. And it was pre- 
mature. At least it was not right for the time. 
Furthermore, the overhead was too steep for 
the volume we did. And to tell the truth, we 
found we were competing with ourselves. 

““‘We’ve been asked ‘Why don’t you go out 
to a shopping center?’”’ says Lederer. “Fine. 
But what shopping center would we choose? 
We can’t be in all of them. And if we go in one 
direction and not the other we may-be walking 
away from sales.” 

So instead he has banked on one store at 
the center of sales gravity, where sooner or 
later everybody finds their way. And he wants 
everything under one roof, where he can watch 
and control it. 

As to the running of one store, Lederer says: 

“We intend to meet competition up to a rea- 
sonable point. But we won’t indulge in just 
trading dollars. We know what our op- 
erating levels are and we won’t go below a 
point where it is detrimental to our business. 

“A dealer who wants to stay in business and 
offer customers all the services necessary fo! 
goodwill and continued sales should not go 
below 25% gross margins, as a percentage of 
selling price. That does not mean 25% over 
cost, but 33 1/3% over cost.” 


Continued on next page 
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AFTER 26 YEARS I’M STILL LEARNING continuep 
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Two Pictures Span a Life-long Career in Appliances 
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ON OPENING DAY IN 1933 Lederer’s store looked like this. Lederer is standing 


at left center, wearing light jacket. 


ROLE AS RINGMASTER of Bridgeport’s Barnum 


Lederer has undertaken over the years. 


Lesson #5: Perpetuate his business through his 
son. A brand names’ dealer for many years 
(General Electric is his primary line), Lederer 
has fostered an honesty and fairness in business 
dealings which have promoted his 
growth. 


business 


“The best legacy I can leave my family,” he 
says, “is a good name and reputation.” 

For better quarter century he has 
built his business around that concept. And he 
insists that people are still buying from him, 
and bringing their children to buy from him, 
because he has instilled confidence. He will 
render service over and above what is required. 


than a 


He feels there is no substitute for honesty and 
integrity in business. He is aware of opportuni- 
ties in the appliance-TV business. But he be- 
lieves that they are beginning to fight among 
themselves; that the public is getting disen- 
chanted over fantastic claims and promises. 
“We don’t attempt to hew 
forest,” Lederer 


down the whole 


says philosophically, “nor do 
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OPENING DAY 1960 mirrors the changes in store design and in appliances in 


the 26 years in which Lederer has operated in Bridgeport. 


Be; aie 





Festival was most colorful of the many civic activities 


we come home without wood. But we don’t 
place the dollar sign above decency.” 

The reputation for stability which the mild- 
mannered Lederer has made a keystone of his 
business have had its attractions for his son, 
Robert, now vice president of the firm. Lederer 
made no attempt to dictate the decision. How- 
ever, he is proud to have attracted his son to 
following in his footsteps. 

“It’s a good business,” both Lederers agree. 
“With a good future. We intend to be a solid 
part of it.” 

The plan for the coming decade calls for 
doubling advertising the first year, and hitting 
over $500,000 by the close of 1960. It won’t 
surprise Lederer if he increases his business 
$100,000 a year in each of the next few years. 


WORKING WITH HIS SON, Lederer is convin 
that he more than a good busin 
More important, says he, is 


is passing on 
“our good name 


reputation.” 


ced 
ess. 


and 


Lesson #4: Be more than a dealer. Always 
active in civic affairs, he made his most color- 
ful appearance in 1955 as ringmaster for 
Bridgeport’s Barnum Festival. Stints as mar- 
shal of the Parade of Champions and as Grand 
Marshal preceded this honor. 

His participation in civic affairs traced to his 
founding year, when he immediately became 
active in the retail division of his city’s Cham- 
ber of Commerce. In 1952 he became president 
of that body, and was re-elected in 1953. For 
years he has been active in the Red Cross, 
United Fund, Fairfield Lions, Roger Ludlowe 
Fathers’ Club and Masonic groups. Other affili- 
ations have been with the Connecticut Sym- 
phony, the Hall Settlement Home and the 
Board of Associates of the University of Bridge- 
port. Current interest centers around two civic 
responsibilities. One is as chairman of the 
Bridgeport fund raising committee for the 
$800,000 Museum of Art, Science and Industry, 
to include a planetarium, for which ground has 
already been broken at a 90-acre site on North 
Park Avenue. The other is as chairman of 
Mayor Tedesco’s Special Committee for Down- 
town Parking. 

Wide recognition as a civic-minded business 
man has, of course, been forthcoming over the 
years. But more important to Lederer is the 
fact that he has become involved in matters 
of vital interest to his business future. His 
prominence in Bridgeport affairs has enabled 
him to have a strong voice in the revitalization 
of downtown, something in which the current 
administration seems to share his enthusiasm. 
He is currently able to hammer away at a 
solution to downtown parking, something 


all downtown dealers would like to see. 
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THERE'S A BIG MARKET FOR THIS PERFECTED RCA WHIRLPOOL PUSH-BUTTON 


“SELF-SETTING WASHER-DRYER 


Washes and rinses wrinkle-free...dries wrinkle-free 
in one continuous operation 


1960 





Tailored washing with 5 push-button 
cycles ...safe drying for every fabric 
with 3 separate cycles. 


¢ 











Reports show that combo sales have jumped 
35%, as compared with 19% for the whole 
laundry industry. And the ata WHIRLPOOL 
washer-dryer is one of the biggest names in 
this sales boom. 

This fast-selling unit offers the most auto- 
matic washday ever! Just select the proper 
washing and drying cycles for the fabrics 
being laundered. Then, the RCA WHIRLPOOL 


automatically “‘sets itself”. Think of it; with 
one simple setting of the controls the com- 
plete laundry . . . both washing and drying 

. is done correctly and automatically in one 
continuous operation. The RCA WHIRLPOOL 
handles a giant 10-lb. load; flexible, too . 
can be used as a separate washer or dryer. 
Available in gas or electric models. See your 
RCA WHIRLPOOL distributor today. 


Join up! ...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Your family will love our family of home appliances 


Whintpoot 


Products of WHIRLPOOL CORPORATION St.- Joseph, Michigan 


Use of trademarks Cs) ond RCA avthorized by trademork owner Radio Corporation of Americo 
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So why a weekly NOW ? The answer’s in every issue... news. Monthly 
can’t handle it; daily just gives a lick and a promise. Takes a weekly to give the 
story and its meaning. Important in your business to have an easy-to-read, 
every-Monday news and ideas source . . . devoted entirely to your business... 
edited by Pros for Pros. You’ve got it now, right in your hands. That’s why in 
this big, fast-moving business of ours, every Monday the Pros read 
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RCA WHIRLPOOL ELECTRIC RANGES... 


EASIER TO SELL 


...for they offer all the easy-cooking, easy-cleaning, 
smart-styling features housewives really want 











Look at all you have to talk about, point out and demonstrate with RCA WHIRLPOOL 
electric ranges . . . all the exciting features that convert casual shoppers into enthu- 
siastic buyers. In addition to “‘Picture-Window” controls, removable oven doors and 
Bar-B-Kewer® the list includes Roast-Sentry* meat thermometer, Ka-Bob* rotary 
roaster, Roto-Baste* automatic meat baster and many more .. . plus clean, smart 
styling and colors so important to modern kitchen decor. For full details on this 


i : t line... ter sales . . . call RCA WHIRLPOOL distributor. 
“Picture-Window” Controls great line . . . famous for faster call your RCA ributor 


Illuminated setting indicators below each 
knob, plus red band that indicates exact Join up! ...it’s easier to sell RCA WHIRLPOOL than sell against it! 
amount of heat selected. 


*Tmk. 


Use of trademorks (3) and RCA authorized by trademark owner Radio Corporation of America 
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At Durango Hardware in Durango, Colo., $3500 worth of toys lines the 
walls of the appliance showroom. The inventory loss on this stock ranges 
up to $1000 a year but owner Shelton Edwards doesn’t mind because 
he’s proved that. . . 


TOYS Sell APPLIANCES 


“Since we moved the toy inventory into our 
appliance department, major appliance sales 
have grown by more than 800%. And the rev- 
enue from any two months of appliance sales is 
more than adequate to cover the total inventory 
loss in the toy department,” says Edwards. 

Formerly a dealer in western Texas, Edwards 
moved to this western Colorado community 
three years ago. “The building we selected was 
divided into two sections by a partition wall 
and one of these sections, more than 75 feet in 
length and 15 feet wide, was ideal for appli- 
ance display. We could maintain a full-size 
hardware store in the-left section of the build- 
ing, and a complete appliance department in 
the other.” 


Toys overcame the problem inherent in sep- 
arating the major appliance display off to one 
side of the hardware store, thus nullifying much 
of the traffic derived from everyday hardware 
and appliance retailing. Something was needed 
to pull traffic into the appliance section. 

The “natural choice,” was toys. Except for 
variety stores, no retail firm in the area had a 
year around stock of toys, and, consequently, 
parents in search of toys for youngsters’ birth- 
days, vacation periods, sickroom use, etc., were 
forced to order them by mail, or to undergo 
strenuous shopping to locate the desired toy. 
“We saw that there was a definite place for a 
year around toy department, and that because 
everyday is someone’s birthday, it would be a 
valuable adjunct every day to appliance mer- 
chandising operations,” Edwards indicated. 


The first step was to build toy display facilities. 
They consist of three tiers of shelving which 
run the full length of the store wall from front 
to rear. A lower shelf, three feet broad, shows 
larger toys, while the two top shelves spaced 





12 inches apart provide plenty of high-visibility 
space for smaller toys. In this location, the dis- 
play is completely visible from the store win- 
dow and is certain to catch attention from 
everyone entering through the main hardware 
area. i 

‘‘We made certain that all children would be 
well aware of the toy department by keeping 
the aisle from the hardware department into 
the appliance and toy section completely clear 
at all times,” the Colorado hardware dealer 
added, “so that youngsters make a beeline for 
the toy display as soon as they enter. Because 
it is so high that very small children cannot 
reach the merchandise and pull it down, we 
have found that mothers willingly turn their 
youngsters loose to look over the display.” 


To match the prestige of his appliance brands, 
Edwards carefully steered clear of the “gim- 
crack” category in buying his toys and con- 
centrated on “prestige toys.” “We want our toy 
customers to come back several times per year,” 
he said. ‘‘Complete satisfaction, of course, is the 
only way.” 

Because of strict adherence to quality lines, 
as outlined above, it wasn’t long before the 
Colorado dealer had invested $3,000 in the toy 
inventory, and the amount fluctuates between 
$3,500 and $4,000, rising to $12,000 during the 
Christmas season. 


From the beginning, the elaborate toy inventory 
worked out well. Durango Hardware Company 
averages between 20 and 30 toy customers per 
day, 95% of them women. All are “exposed” 
to new developments in major appliances when- 
ever they visit the toy department. Extremely 
detailed “selling signs” are used to give the 
customer the sales story on each appliance, and, 
likewise, complete details on credit buying, 


down payment, monthly payment, through var- 
ious financing plans. There is at least one model 
of every appliance ready for active demonstra- 
tion, and ail of the store’s four regular person- 
nel plus four extras, are thoroughly trained in 
putting a demonstration across. 


The result of such planning was an excellent 
appliance volume for the first year, catapulting 
Durango Hardware Company into the top ranks 
of the city’s dealers in the space of four months. 
During the second year, with the influence of 
the toy department, an excellent service de- 
partment, and plenty of newspaper advertising, 
appliance sales volume doubled. By the end of 
the third year, sales of refrigerators, conven- 
tional washing machines, automatic washers, 
ranges, home freezers and other appliances 
had jumped to 800% of the first year’s turnover. 
Store: volume at the third year, was 220% 
greater than the first year, with appliances ac- 
counting for 50% of the total volume. 


This extremely healthy situation ‘isn’t totally 
attributable to the big toy inventory, of course. 
“There is another highly important element in 
the picture, which is good, reliable service,” 
Edwards said. ‘““‘We maintain a two-man service 
department and guarantee all repairs on every 
major appliance we sell. Actually, our guaran- 
tee extends beyond the manufacturer’s war- 
ranty, in that any good customer whose name 
is on our charge account or time payment books 
can depend upon repairs either free, or at a very 
nominal rate as long as the appHance is in use. 
Since the beginning, we have tried to offer the 
customer 30-minute service within the city of 
Durango itself and within an hour in outlying 
locations. We offer a positive guarantee with 
every used appliance we sell, usually 90 days 
or more, and unhesitatingly make it good.” 
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THE RCA WHIRLPOOL HOME CLEANER IS 


2 CLEANERS | 


the “best of both” types in one unit gives 


you double value...double selling power 


Here, in one home cleaning system, you have the powerful suction action and 
versatility of a canister type plus the rug cleaning ability of an upright’s motor- 
driven, revolving brush. A quick demonstration shows your prospects how 
RCA WHIRLPOOL cleans better above the floor with its super-suction power . . 
then sweeps out the deepest rug soil with its vigorous brushing action. 

And, you have all this to sell . . . lightweight and easy to carry . . . nozzle, less 
than ankle-high, glides under low furniture. .. totes its attachments in a concealed 
storage compartment . . . stores compactly in closet, under bed, or on shelf .. . 
stands on end for cleaning stairs . . . rolls easily over sills, turns any which-way 
on three large casters . . . toe-touch switch . . . plus many more cleaning con- 
veniences women want. 

A canister’s 
penetrating 


SUCTION POWER 


An upright’s 
See your RCA WHIRLPOOL distributor today for motor-driven 


the best profit opportunity ever in home cleaners! BRUSH POWER 





Use of trademarks aA) and RCA authorized by trademark owner Radio Corporation of America 
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Ait Condition an area at a time with 


YORK POWERFUL- QUIET 
ROOM AIR CONDITIONERS 


Enjoy 2 Big Comfort Extras 
No Other Room Air Conditioner Can Match! 
3% More Humidity! Kxchouve York Cooling Maze 
turn and ricochet around staggered tubes and rippled 
remove ail excess humidity. And with York's extra cooling 
* per kilowatt vou get the greatest fotal comfort at lowest 
operating cmt 
2 Cool Silently! S-heh-h-h' You can hardly hear them running 
thanks to acoustically designed air passages and Dual.Throst Com 
pressors equipped with twin mufflers and new-type sound isolators 
Hygienic Filtering Of Dust, Potions, Even Bacteria! York's heavy 
duty filtering system actually purifies the air. That means housekeep 
ing is simplified cleaning bill are reduced. allergies are relieved 


Health insurance For The 
1 York air 

y fever 

u Sleep better, eat 


better. look better 


Install a 2-in-1 


YORK WHOLE-HOUSF 


And Saves="——~ 
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NOW trom YORI 
The Most Explosive National Ad 
Campaign In Air Conditioning ! 


Powerful ‘‘Packaged’”’ Promotions 
Tie In Your Store With The 


BIGGEST ! 


Leading national magazines will carry the 
heaviest schedule of ads York ever threw 
behind a new product line! Coior pages 
and spreads will present the product story 
to millions during key buying months! 


MOST POWERFUL! 


Compelling desert theme dramatizes mis- 
ery of summer heat .. . accents need to 
buy air conditioning now! Follow-thru in 
ad after ad heightens impact of York story 
and will really pay off in heavy traffic 
and sales! 


REACHING EVERY 
CUSTOMER ! 


Home owners, apartment dwellers, busi- 
ness men—everybody in your community 
—will be exposed to the powerful York 
ads! This will deliver a ripe receptive 
audience for your aggressive tie-in efforts 
at the local level. 


York Puts More Into Every Unit, So You Get More Out of It 


pact BORG-WARNER 
RESEARCH & 
& ENGINEERING 
MAKE IT BETTER 
eI RAL-iiel, | ® 


Air Conditioning, Heating, Refrigeration and Ice-Making Equipment * Products for Home, Commercial and Industrial Installations 


YORK 


York Corporation, Subsidiary of Borg-Warner Corporation 


National Campaign! 


YORK “CARAVAN 
OF VALUES” 


Follows national theme. Comes com- 
plete with big, bold 1200 line ads, TV 
and radio scripts, mats, window ban- 
ners, in-store ideas, and even free gifts 
for your customers. It’ll make one of 
the most exciting, traffic-pulling events 
you ve ever thrown! Just the thing for 
cashing in on the impact of the power- 
ful national campaign! 








YORK ‘DIAMOND 
ANNIVERSARY SALE”’ 


A rousing parade of values to celebrate 
York’s 75th birthday! Highlighted by 
big prize drawing for $500.00 diamond 
ring! Big-space newspaper ads, T'V and 
radio scripts, mats, and window dis- 
plays will spread the word to every 
prospect in your community. All the 
elements are here for staging a real 
sales spectacular! 


PLUS © Filmed TV spots @ Radio Spots @ Billboards @ Direct Mail ¢ Co-op ads 


YORK BLUE CHIP INCENTIVE BONUS! 


All York Dealers are eligible for a full week’s vacation at fabulous 
San Juan, Puerto Rico. Every recreational facility, lavish enter- 
tainment, air travel both ways! Or you may even qualify for a 
dream vacation to hallowed, old-world Rome with its storehouse 


of art treasures! 





MAIL COUPON 


General Sales Manager 
Packaged Products Div. 
York Corporation 

York, Pennsylvania 


EMW 3-21 


I'm interested! Please send me full details on 1960 York Room 
Air Conditioners, Advertising and Merchandising Campaign, and 
Bive Chip Incentive Bonus. 


MY NAME____ 
ADDRESS 
CITY 


ZONE STATE____ 

















BEFORE: You couldn't tear 
him away from inspecting his 
hangnails long enough to an- 
swer her plea: “Don’t you 
want to sell me an appliance?” 


AFTER: One manicure and 
profit sharing plan later, it’s, 
“Oh, what a charming young 
man. Give me two of those, 
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one of those 






























































BEFORE: “So waddaya both- 
ering me for,” your salesman’ s 
saying to customers. “‘Can’t 


you see it’s the top of the 
eighth, bases loaded?” 


AFTER: Series or no, the set 
stays off—unless it’s for a 
demo. But who can blame him. 


if a customer has to finish an 
inning before he buys? 


Will Profit Sharing Work 


It does for thousands of American firms in almost 


every kind of business—including the retailing of 


appliances. But whether or not it would pay off for 


you will be apparent only after you’ve read this de- 


tailed study of just how profit sharing works. 


A check for 
payola nor charity. That’s the solid 
sum a Sears, Roebuck and Co. 
truckdriver bagged on retirement 
after 43 years of profit sharing. 

And last year over two million 
other employees in American in- 
dustry got their annual cash-or- 
deferred helping of a profit shar- 
ing pie worth a whopping $860 
million. Among them were thou- 
sands of retail employees, includ- 
ing some who work for appliance- 
TV dealers. 

Experts say 1960 will be the big- 
yet for profit sharing. 
Rumor has it that right now one of 
the Big Five auto makers is con- 
sidering an attack on labor prob- 
lems with a profit sharing program. 


gest year 


But what’s in profit sharing for you? 
Here’ ; 
the-wealth movement claim it can 


what boosters of the share- 


do for a business. 

e@ Improve service 
while reducing the cost of each 

@ Develop a 
responsibility among employees 

@e Lower the employee turnover 
rate 

e@e Draw higher quality 
cants for employment 

e@ Encourage cooperation 
employees 


sales and 
greater sense of 
appli- 


among 


$289,000—neither 


e@ Provide more financial securi- 
ty for employees without risking 
high fixed commitments for the em- 
ployer. 

But even rabid profit sharing 
enthusiasts concede it’s no panacea 
for poor management, and empha- 
size you’ve got to plan a profit shar- 
ing program with care. 

Giant Sears, Roebuck has made 
economic history with profit shar- 
ing. Company fund membership 
now stands at 140,000 and fund 
assets are roughly $1 billion, while 
income mounts to more than $90 
million annually. 

Motorola, Inc., Whirlpool Co. and 
Zenith Radio Corp. are among the 
profit sharing manufacturers in the 
appliance-TV field. 

One man who has never been 
heard to call profit sharing “just 
another fringe benefit”—as some 
dealers do—is Motorola’s presi- 
dent, Robert W. Galvin, who as- 
serts: “Profit sharing is a platform 
on which you can build your whole 
company story, attitudes and ob- 
jectives. It’s the most versatile tool 
available to business management 
for expressing its sense of responsi- 
bility to its people.” Galvin adds 
that the growth of profit sharing 
could spell a sounder, more dy- 
namic American economy. 


There are three garden varieties of 
profit sharing: cash, deferred and 
combination plans. 

1. Most popular with small busi- 
nesses are cash plans (usually with 
annual payment). Such plans offer 
workers the greatest immediate in- 
centive. One possible drawback: 
odds are you'll need higher liquid 
assets in order to distribute extra 
cash sums among employees. 

2. With a deferred plan, you pay 
profit shares into a trust fund, us- 
ually administered by the trust de- 
partment of a bank. In the fund, 
there’s an individual account for 
each member employee. An em- 
ployee may receive payment of his 
accumulated profit sharing earnings 
when he retires, when he becomes 
permanently disabled, when he 
leaves the firm, or when he attains 
a stipulated age or length of service 
with his employer. 

3. The combination plan weds 
incentive and security goals, as the 
employer pays part of the profits 
to the employee in cash, and stashes 
away another part in trust, for de- 
ferred payment. 

Deferred profit sharing sums can 
qualify for favorable tax treatment 
on meeting specifications of the 
Internal Revenue Bureau. But cash 
plan programs neither require ap- 
proval nor win special, treatment. 


What do appliance dealers who have 
tried it think of profit sharing? 
There are two views on the effect- 
iveness of such dealer plans. 


1. “Long-term incentive good, 


short-term incentive not so good”: 
that’s the verdict of one Northwest 





dealer with five years of combina- 
tion-plan profit sharing experience. 

This dealer finds younger em- 
ployees don’t care too much about 
deferred benefits, and may wonder 
“what am I working for?” when 
cash take dwindles in low-profit 
years. 

But older employees demonstrate 
accelerating interest in profit shar- 
ing as their fund credits mount 
with time. 

‘Why did I institute profit shar- 
ing? Because I didn’t want to send 
an employee who has been loyal to 
me through thick and thin off to 
retirement with just a gold watch 
and a ceremonial dinner. The net 
worth of my employees looked per- 
ilously low—yet I could never risk 
hiking salaries very far above the 
level of my competition. So, for 
me,” explains the dealer, “profit 
sharing was the answer.” 

But, he warns, profit sharing can 
backfire by making employees too 
secure without ensuring that they 
work hard enough. With profit shar- 
ing, employees may just plain over- 
stay their welcome with you. 

Maybe younger salesmen do a 
more aggressive job for you than 
your older men. If so, sales contests 
would probably prove a. better in- 
centive than profit sharing—in your 
business. 

2. But appliance-TV dealer Har- 
ry Price of Price’s, Inc., Norfolk, 
Va., counts many specific benefits 


from his profit sharing plan: “A de- 
ferred profit sharing program in 
effect since 1946 has reduced our 
turnover among high-level em- 
ployees, has made for good public 
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BEFORE: It’s five o'clock 
and she hasn’t done anything 
but her nails all day. “Come 
on, just one little billing. Puh- 
leeze,” you beg. ~ 


right.” 


For You? By LARRY HOEY 


relations with our suppliers, and 
has given an added stability to our 
business. We elect to share our 
profits—it’s not a compulsory ar- 
rangement, as a fixed annuity pro- 
gram would be, year after year. 
Any retailer should give this brand 
of profit sharing serious considera- 
tion, for there’s management free- 
dom and employee security in it— 
and it’s all paid for strictly out of 
profits.” 

Price’s plan is open to all em- 
ployees after one full fiscal year 
of service. The company can elect 


20% of its profits, before taxes, to 
the fund. Deposits for employees 
observe the ratio of individual 


yearly earnings to total group earn- 
ings. But the process of vesting— 
employee earning of title to funds 
in trust account—takes an employee 
10 years. And should an employee 
leave before the vesting period is 
up, funds from his account are re- 
distributed among accounts of profit 
sharing employees. 

Age of eligibility to withdraw any 
funds is 55. At first employees could 
withdraw funds only on leaving 
Price’s. But Price says this provision 
boomeranged by encouraging good 
men to retire earlier than they 
otherwise might. 

Now, employees over 55 can ob- 
tain one-tenth of the sum to their 
credit without retiring. And, under 
a policy change planned for 1961- 
1971, any Price employee with 10 
years of service behind him can 
withdraw up to one-tenth of the 
credit to his account in any of three 
years. 

Reason for the change: to bring 


the profit sharing program closer to 
employees by financing major ex- 
penses such as education and hous- 
ing. 

Price finds deferred profit sharing 
means little to his women employees 
—who are not strongly interested 
in careers—but eventually means 
much to top management. ‘Defer- 
red profit sharing holds your good 
men, although it’s true they don’t 
show much interest in it at first. But 
deferred profit sharing becomes 
vital to them, since it’s a tax-free 
saving, eligible for long-term capi- 
tal gains treatment.” 

Legal advice is a must for any 
sensible profit sharing plan, says 
Price. “And profit sharing funds 
should go to a reputable trust insti- 
tution,” he maintains. “After all, 
you’ve got no _ business playing 
around with other people’s money.” 
The local bank trust department 
handling Price’s profit sharing fund 
makes the customary sure-fire 50-50 
split between blue-chip stock and 
bond investment. 

Price advises all appliance mer- 
chandisers to consider climbing on 
the profit-sharing bandwagon: 
“Profit sharing is a constructive use 
of money—an eligible way under 
the tax structure to defer funds for 
future stability.” 


Profit sharing is neither a_ legal 
gimmick nor a specific antidote to 
unionization threats, according to 
Rear Adm. A. C. Burrows, USN 
(ret.), current president of the 
Council of Profit Sharing Indus- 
tries, an international association 
of employers founded in 1947. 








AFTER: Now you've got an- 
other worry. ‘““Come on Maud,” 
you say. “I can’t let you work 
all night. It just doesn’t look 


“Profit sharing is a way of busi- 
ness management which, with trust 
and confidence, yields a _ greater 
productivity,” says Burrows. 

“Wherever you have a require- 
ment for imagination, responsibility, 
or courteous service, you'll be bet- 
ter off if you can make your em- 
ployees cooperative partners in your 
business. And profit sharing does 
just that,” Burrows continues. “And 
it’s no more than a common mis- 
conception that profit sharing works 


best for big business rather than 
small.”’ 

The success of profit sharing, Bur- 
rows contends, originates in the 
identification of individual and 
community interests as the indi- 
vidual employee realizes: “What 


happens to the company happens to 
me; my welfare is the company’s 
success.” 

But in business-like fashion the 
Admiral stresses that there is no 
place for a profit sharing plan which 
does not pay for itself. “Share the 
increased profit which will result 
from your profit sharing plan—not 
your present profits,” counsels the 
Admiral. ‘“And—particularly if your 
profit’ history seems spotty over the 
years—be sure to incorporate suf- 
ficient safeguards in your plan.” 


Profit sharing certainly can give a 
solid boost to profits. A recent study 
by the Profit Sharing Research 
Foundation discovered that a stock- 
holder’s dollar fares better in profit 
sharing retail and mail-order firms 
than in similar firms which do not 
share profits. But profit sharing 
firms don’t succeed because of profit 
sharing alone, Burrows says. He 
sees profit sharing as a sign of over- 
all imaginative management. 


Every profit sharing plan should be 


tailor made, says Burrows. Key, 



















factors for plan specification in- 
clude: past and current profit pic- 
ture, sales to net worth ratio, com- 
pany income per individual, and 
age and sex of employees. 

Good communication with em- 
ployees is vital to the success of any 
profit sharing program in boosting 
productivity. Otherwise, warns Bur- 
rows, you run the risk of shelling 
out profits without receiving all the 
benefits you can win from employ- 
ees in return for your generosity. 

Here are twin economic advant- 
ages Burrows sees in profit sharing: 

@ Employers are not taxed by 
the federal government on sums 
paid into profit sharing up to 15% 
of company annual wages and sal- 
aries. 

e@e Employees may invest up to 
10% of their incomes in a profit 
sharing fund without being taxed 
as sums are reinvested. 


How does management evaluate its 
profit sharing experience? In a 
study of 300 companies a few years 
ago, the Profit Sharing Research 
Foundation found that 32% con- 
sidered their plans ‘very success- 
ful;” 45% found them “successful;” 
6% said it was “too early to judge;” 
16% reported neutral or doubtful 
value; and only 1% found the re- 
sults of profit sharing “disappoint- 
ing.” 

Evidently profit sharing can do 
much to alleviate major fiscal and 
personnel headaches—at the pos- 
sible cost of creating some minor 
problems. Overall, the record indi- 
cates that in the long run the aver- 
age dealer might well net additional 
dollars for himself, his business and 
his employees through a carefully- 
considered and well-publicized pro- 
fit sharing program. Many alert 
dealers are doing so already with 


encouraging results. 


We Share our Profits — 











BEFORE: You couldn't tear 
him away from inspecting his 
hangnails long enough to an- 
swer her plea: “Don’t you 
want to sell me an appliance?” 


BEFORE: “So waddaya both- 
ering me for,” your salesman’s 
saying to customers. “Can't 


you see it’s the top of the 
eighth, bases loaded?” 


AFTER: One manicure and 
profit sharing plan later, it’s, 
“Oh, what a charming young 
man. Give me two of those, 


AFTER: Series or no, the set 
stays off—unless it’s for a 
demo. But who can blame him. 
if a customer has to finish an 


one of those ‘i 


inning before he buys? 


Will Profit Sharmg Work 


It does for thousands of American firms in almost 


every kind of business—including the retailing of 


appliances. But whether or not it would pay off for 


you will be apparent only after you’ve read this de- 


tailed study of just how profit sharing works. 


A check for 
payola nor charity. That’s the solid 
sum a Sears, Roebuck and Co. 
truckdriver bagged on retirement 
after 43 years of profit sharing. 

And last year over two million 
other employees in American in- 
dustry got their annual cash-or- 
deferred helping of a profit shar- 
ing pie worth a whopping $860 
million. Among them were thou- 
sands of retail employees, includ- 
ing some who work for appliance- 
TV dealers. 

Experts say 1960 will be the big- 
gest year yet for profit sharing. 
Rumor has it that right now one of 
the Big Five auto makers is con- 
sidering an attack on labor prob- 
lems with a profit sharing program. 


But what’s in profit sharing for you? 
Here’s what boosters of the share- 
the-wealth movement claim it can 
do for a business. 

e Improve service 
while reducing the cost of each 

@ Develop a_ greater sense of 
responsibility among employees 

e Lower the employee turnover 
rate 

@e Draw higher quality 
cants for employment 

e@ Encourage cooperation among 
employees 


sales and 


appli- 


$289,000—neither 


e@ Provide more financial securi- 
ty for employees without risking 
high fixed commitments for the em- 
ployer. 

But even rabid profit sharing 
enthusiasts concede it’s no panacea 
for poor management, and empha- 
size you’ve got to plan a profit shar- 
ing program with care. 

Giant Sears, Roebuck has made 
economic history with profit shar- 
ing. Company fund membership 
now stands at 140,000 and fund 
assets are roughly $1 billion, while 
income mounts to more than $90 
million annually. 

Motorola, Inc., Whirlpool Co. and 
Zenith Radio Corp. are among the 
profit sharing manufacturers in the 
appliance-TV field. 

One man who has never been 
heard to call profit sharing “just 
another fringe benefit”’—as some 
dealers do Motorola’s_ presi- 
dent, Robert W. Galvin, who as- 
serts: “Profit sharing is a platform 
on which you can build your whole 
company story, attitudes and ob- 
jectives. It’s the most versatile tool 
available to business management 
for expressing its sense of responsi- 
bility to its people.’”’ Galvin adds 
that the growth of profit sharing 
could spell a sounder, more dy- 
namic American economy. 


There are three garden varieties of 
profit sharing: cash, deferred and 
combination plans. 

1. Most popular with small busi- 
nesses are cash plans (usually with 
annual payment). Such plans offer 
workers the greatest immediate in- 
centive. One possible drawback: 
odds are you'll need higher liquid 
assets in order to distribute extra 
cash sums among employees. 

2. With a deferred plan, you pay 
profit shares into a trust fund, us- 
ually administered by the trust de- 
partment of a bank. In the fund, 
there’s an individual account for 
each member employee. An em- 
ployee may receive payment of his 
accumulated profit sharing earnings 
when he retires, when he becomes 
permanently disabled, when he 
leaves the firm, or when he attains 
a stipulated age or length of service 
with his employer. 

3. The combination plan weds 
incentive and security goals, as the 
employer pays part of the profits 
to the employee in cash, and stashes 
away another part in trust, for de- 
ferred payment. 

Deferred profit sharing sums can 
qualify for favorable tax treatment 
on meeting specifications of the 
Internal Revenue Bureau. But cash 
plan programs neither require ap- 
proval nor win special. treatment. 


What do appliance dealers who have 
tried it think of profit sharing? 
There are two views on the effect- 
iveness of such dealer plans. 

1. “Long-term incentive good, 
short-term incentive net so good”: 
that’s the verdict of one Northwest 


dealer with five years of combina- 
tion-plan profit sharing experience. 

This dealer finds younger em- 
ployees don’t care too much about 
deferred benefits, and may wonder 
“what am I working for?’ when 
cash take dwindles in low-profit 
years. 

But older employees demonstrate 
accelerating interest in profit shar- 
ing as their fund credits mount 
with time. 

“Why did I institute profit shar- 
ing? Because I didn’t want to send 
an employee who has been loyal to 
me through thick and thin off to 
retirement with just a gold watch 
and a ceremonial dinner. The net 
worth of my employees looked per- 
ilously low—yet I could never risk 
hiking salaries very far above the 
level of my competition. So, for 
me,” explains the dealer, “profit 
sharing was the answer.” 

But, he warns, profit sharing can 
backfire by making employees too 
secure without ensuring that they 
work hard enough. With profit shar- 
ing, employees may just plain over- 
stay their welcome with you. 

Maybe younger salesmen do a 
more aggressive job for you than 
your older men. If so, sales contests 
would probably prove a better in- 
centive than profit sharing—in your 
business. 

2. But appliance-TV dealer Har- 
ry Price of Price’s, Inc., Norfolk, 
Va., counts many specific benefits 
from his profit sharing plan: “A de- 
ferred profit sharing program in 
effect since 1946 has reduced our 
turnover among high-level em- 
ployees, has made for good public 
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BEFORE: It’s five o'clock 
and she hasn't done anything 
but her nails all day. ““Come 
on, just one little billing. Puh- 

















right.” 


For You ? By LARRY HOEY 


relations with our suppliers, and 
has given an added stability to our 
business. We elect to share our 
profits—it’s not a compulsory ar- 
rangement, as a fixed annuity pro- 
gram would be, year after year. 
Any retailer should give this brand 
of profit sharing serious considera- 
tion, for there’s management free- 
dom and employee security in it— 
and it’s all paid for strictly out of 
profits.” 

Price’s plan is open to all em- 
ployees after one full fiscal year 
of service. The company can elect 
20% of its profits, before taxes, to 
the fund. Deposits for employees 
observe the ratio of individual 
yearly earnings to total group earn- 
ings. But the process of vesting— 
employee earning of title to funds 
in trust account—takes an employee 
10 years. And should an employee 
leave before the vesting period is 
up, funds from his account are re- 
distributed among accounts of profit 
sharing employees. 

Age of eligibility to withdraw any 
funds is 55. At first employees could 
withdraw funds only on leaving 
Price’s. But Price says this provision 
boomeranged by encouraging good 
men to retire earlier than they 
otherwise might. 

Now, employees over 55 can ob- 
tain one-tenth of the sum to their 
credit without retiring. And, under 
a policy change planned for 1961- 
1971, any Price employee with 10 
years of service behind him can 
withdraw up to one-tenth of the 
credit to his account in any of three 
years. 


Reason for the change: to bring 





the profit sharing program closer to 
employees by financing major ex- 
penses such as education and hous- 
ing. 

Price finds deferred profit sharing 
means little to his women employees 
—who are not strongly interested 
in careers—but eventually means 
much to top management. “Defer- 
red profit sharing holds your good 
men, although it’s true they don’t 
show much interest in it at first. But 
deferred profit sharing becomes 
vital to them, since it’s a tax-free 
saving, eligible for long-term capi- 
tal gains treatment.” 

Legal advice is a must for any 
sensible profit sharing plan, says 
Price. ‘‘And profit sharing funds 
should go to a reputable trust insti- 
tution,” he maintains. “After all, 
you’ve got no _ business playing 
around with other people’s money.” 
The local bank trust department 
handling Price’s profit sharing fund 
makes the customary sure-fire 50-50 
split between blue-chip stock and 
bond investment. 

Price advises all appliance mer- 
chandisers to consider climbing on 
the profit-sharing bandwagon: 
“Profit sharing is a constructive use 
of money—an eligible way under 
the tax structure to defer funds for 
future stability.” 


Profit sharing is neither a _ legal 
gimmick nor a specific antidote to 
unionization threats, according to 
Rear Adm. A. C. Burrows, USN 
(ret.), current president of the 
Council of Profit Sharing Indus- 
tries, an international association 
of employers founded in 1947. 





leeze,” you beg. ibe 


AFTER: Now you've got an- 
other worry. “‘Come on Maud,” 
you say. “I can’t let you work 
all night. It just doesn’t look 


“Profit sharing is a way of busi- 
ness management which, with trust 


and confidence, yields a greater 
productivity,” says Burrows. 

“Wherever you have a require- 
ment for imagination, responsibility, 
or courteous service, you'll be bet- 
ter off if you can make your em- 
ployees cooperative partners in your 
business. And profit sharing does 
just that,” Burrows continues. “And 
it’s no more than a common mis- 
conception that profit sharing works 
best for big business rather than 
small.” 

The success of profit sharing, Bur- 
rows contends, originates in the 
identification of individual and 
community interests as the indi- 
vidual employee realizes: “What 
happens to the company happens to 
me; my welfare is the company’s 
success.” 

But in business-like fashion the 
Admiral stresses that there is no 
place for a profit sharing plan which 
does not pay for itself. “Share the 
increased profit which will result 
from your profit sharing plan—not 
your present profits,” counsels the 
Admiral. “And—particularly if your 
profit’ history seems spotty over the 
years—be sure to incorporate suf- 
ficient safeguards in your plan.” 


Profit sharing certainly can give a 
solid boost to profits. A recent study 
by the Profit Sharing Research 
Foundation discovered that a stock- 
holder’s dollar fares better in profit 
sharing retail and mail-order firms 
than in similar firrns which do not 
share profits. But profit sharing 
firms don’t succeed because of profit 
sharing alone, Burrows says. He 
sees profit sharing as a sign of over- 
all imaginative management. 


Every profit sharing plan should be 
tailor made, says Burrows. Key, 





factors for plan specification in- 
clude: past and current profit pic- 
ture, sales to net worth ratio, com- 
pany income per individual, and 
age and sex of employees. 

Good communication with em- 
ployees is vital to the success of any 
profit sharing program in boosting 
productivity. Otherwise, warns Bur- 
rows, you run the risk of shelling 
out profits without receiving all the 
benefits you can win from employ- 
ees in return for your generosity. 

Here are twin economic advant- 
ages Burrows sees in profit sharing: 

@ Employers are not taxed by 
the federal government on sums 
paid into profit sharing up to 15% 
of company annual wages and sal- 
aries. 

e Employees may invest up to 
10% of their incomes in a profit 
sharing fund without being taxed 
as sums are reinvested. 


How does management evaluate its 
profit sharing experience? In a 
study of 300 companies a few years 
ago, the Profit Sharing Research 
Foundation found that 32% con- 
sidered their plans ‘‘very success- 
ful;’” 45% found them “successful;” 
5% said it was “too early to judge;” 
16% reported neutral or doubtful 
value; and only 1% found the re- 
sults of profit sharing ‘“disappoint- 
ing.” 

Evidently profit sharing can do 
much to alleviate major fiscal and 
personnel headaches—at the pos- 
sible cost of creating some minor 
problems. Overall, the record indi- 
cates that in the long run the aver- 
age dealer might well net additional 
dollars for himself, his business and 
his employees through a carefully- 
considered and well-publicized pro- 
fit sharing program. Many alert 
dealers are doing so already with 
encouraging results 
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CHANGE YOUR WHOLE FUTURE! 


NORGE GIANT-SCREEN SPECTACULAR 
CLOSED-CIRCUIT TV BROADCAST 
WEDNESDAY, MAR.30O, IN 8O CITIES! 


DOUBLE-CHECK LOCATION OF YOUR MEETING PLACE— TELEPHONE YOUR NORGE DISTRIBUTOR TODAY! 


EASTERN STANDARD TIME—3:30-5:00 








DETROIT—Radio Distributing Co. MIAMI—Cain & Bultman, Inc. RALEIGH—McCracken Supply Co. 
(TOwnsend 9-7900) (Plaza 4-4611) (TEmple 4-4393) 
ALBANY—Hudson Valley Asbestos CHARLESTON, W. VA.—Charleston GRAND RAPIDS—Radio Distributing NEWARK—Apollo Distributing Co. RICHMOND—Sampson Distributing 
Corp. (IVanhoe 9-4461) Electrical Supply Co. (6-0321) Co. (CHerry 1-5491) pec 4-5000) Co., Inc. (BEimont 3-9811) 
ALLENTOWN—Charles L. Bell Co. CHARLOTTE, N.C.—Major Appliance HARRISBURG—Philadelphia 'W YORK—Warren-Connolly Co., inc. ROCHESTER — Erskine-Healy 
(HEmlock 3-5101) Distributors, Inc. (EDison 3-3792) Distributors, Inc. (CEdar 6-5071) (Stillwell 4-7900—Long Island City) Appliances, Inc. (LOcust 2- 7980) 
ATLANTA—Thoben Elrod Co. CHATTANOOGA—Standard Appliances, HARTFORD—The Plymouth Electric Co. NORFOLK—Bowers Wholesale Corp. SPRINGFIELD, MASS.—Western Mass. 
(TRinity 3-1281) inc. (AMhurst 7-3709) (JAckson 2-4273) (MAdison 2-5604) Associates, Inc. (REpublic 9-5668) 
BALTIMORE —Lincoln Sales Corp. CINCINNATI—The Knodel-Tygrett Co. JACKSONVILLE—Cain & Bultman, Inc. PAWTUCKET—Capitol Distributing Co. SYRACUSE—B. H. Spinney Co., Inc. 
(VErnon 7-2450) (MAin 1-0130) (ELgin 6-4812) (PAwtucket 3-8300) (GRanite 5-1681) 
BOSTON—Northeastern Distributors, CLEVELAND—Northern Ohio Appliance JOHNSON CITY—Summers Hardware & PHILADELPHIA—Philadelphia TOLEDO—Gerlinger Equipment Co. 
inc. (Kirkland 7-8000—Cambridge) Corp. (HEnderson 2-0500) Supply Co. (3400) Distributors, Inc. (EVergreen 2-5000) (CHerry 8-4681) 
BUFFALO—Cladco Home Laundry, Inc. COLUMBUS—Thompson & Hamilton, JOHNSTOWN—Cambria Equipment Co. PITTSBURGH—Graybar Electric Co., Inc. WASHINGTON, D.C.—Washington Appli. 
(Victoria 3293) Inc. (CApito! 4-6171) (6-1291) (FAirfax 2-0300) Wholesalers, Inc. (LAwrence 6-9100) 4 
CHARLESTON, S.C.—Gas Engine & DAYTON—Moore Equipment, Inc. KNOXVILLE—Valley Appliances, Inc. PORTLAND, ME.—Nelson & Small, Inc. WILLIAMSPORT—Neyhart’s, Inc. 
Electric Co., Inc. (Dickens 3-2554) (BAldwin 2-2841) (4-0723) (SPruce 4-1484) (5141) 


CENTRAL STANDARD TIME—2:30-4:00 





DES MOINES—A. A. Schneiderhahn Co. KANSAS CITY, MO.—Superior Dist. Co. NASHVILLE—Moore-Handiey Hrdwe. oun Intrasouth Dist. Co. 


(CHerry 43157) (Victor 2-0151) Co. (AMherst 9-5631) (5-4205 

AMARILLO—Consolidated Appliances, FARGO—Reinhard Brothefs Co. LITTLE ROCK—Graybar Electric Co., NEW ORLEANS—Geo. H. Lehleitner Co. SIOUX FALLS—Reinhard Bros. Co. 
inc. (DRake 2-1249) (5-6421) Inc. (FRanklin 5-1246) (JAckson 2-9131) (4-6061) 
BIRMINGHAM —Hart-Greer, Inc. GREEN BAY—Northiand Merchandising LOUISVILLE—Foster Distributing Co. OKLAHOMA CITY—Leo Maxwell Co., SOUTH BEND—Great Northern Dist. 
(FAirfax 4-3461) Dist., Inc. (HEmlock 2-7716) (JUniper 4-6207) Inc. (REgent 9-1451) Inc. (CEntral 3-1111) 
CHICAGO—Graybar Electric Co., inc. HOUSTON—Automatic Dist. Corp. MEMPHIS—Woodson-Bozeman Co. OMAHA—Allied Dist. Co., inc. SPRINGFIELD, MO.—Four States Dist. 
(AUstin 7-7700) (WAInut 3-9111) (BRoadway 2-2445) (Ackson 6007) Co. (UNiversity 2-9311) 
DALLAS—Sabine Supply Co. peg anna Graybar Electric Co., age ee Roth Appliance Dist., ST. LOUIS—Fridley Brothers, Inc. TERRE HAUTE—Advance Electric Co. 
(Fleetwood 7-4521) Inc. (MElrose 8-2351) Inc. (BRoadway 1-1111) (PArkview 1-8600) (CRawford 1304) 
DAVENPORT—Federal Distributing Co. JACKSON—McKee & McRae, Inc. MINNEAPOLIS—Reinhard Bros. Co. SAN ANTONIO—Southern Equip.Co. WICHITA—Siebert & Willis, Inc. 
(2-7135) (Fleetwood 5-7922) (WAlInut 7-9781) (CApitol 7-9101) (HObart 6-9100) 

MOUNTAIN STANDARD TIME—1:30-3:00 


PHOENIX—Black & Ryan Distributors 
(ALpine 2-8041) 
ALBUQUERQUE -—Salyer Dist. Co. BILLINGS—Midland Impl. Co., Inc. DENVER—Allied Appliances, Inc. EL PASO—Boyd-Harbaugh, Inc. SALT LAKE CITY—Salt Lake Hrdwe. Co. 
(CHapel 7-0249) (2-6681) (DExter 3-4213) (KEystone 3-4466) (DAvis 8-8211) 









PACIFIC STANDARD TIME—12:30-2:00 
SAN DIEGO—Merchandising Dist., Inc. SEATTLE—Robert L. Rice Co. 
(BElmont 4-6381) (MUtual 2-7800) 
LOS ANGELES—Graybar Electric Co., PORTLAND, ORE.—Electrical Dist., inc. SACRAMENTO—W. J. Lancaster Co. SAN FRANCISCO—W. J. Lancaster Co. SPOKANE —Tel-Electric Dist., Inc 
Inc. (ANgelus 3-7282) (CApitol 6-4044) (ATwater 8-6930—San Francisco) (ATwater 8-6930) (FAirfax 7-4421) 





TI evexe 


NORGE SALES CORP., division of BORG-WARNER CORPORATION, Merchandise Mart Plaza, Chicago 54 
In Canada: Moffats, Ltd., Weston, Ontario. Export Sales: Borg-Warner International, Chicago 3. 
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A DEALER SALESMAN says 


‘T Use Customers 
For Runners’ 


I have customers working for me. 
I call them runners. For a slight 
commission, they bring in their 
friends to buy from me. They un- 
derstand that if I make a deal, 
there’s at least a five dollar bill in 
it for them. So they work very hard 
to get me deals. And I must say that 
at times it works out very nicely 
for me. 


Like there is this one runner of 


mine, Tony, who is checkout clerk 
in a supermarket who has _ whis- 
pered into the ears of countless of 
his customers that I am a good guy 
to see for appliances. When he 
walks in with a customer in tow, I 
merely lead them to the item, make 
a suggestion, lean back and let 
Tony do the selling. Nine times out 
of ten he does a better job on his 
friend than I possibly could. It’s 
that personal angle that counts. 


The one trouble with a runner is 
that after a while he is bound to 
come in with a tough customer— 
and then it spells trouble. This hap- 
pens one day when my runner Sam 
walks in with the dame who lives 
next door to him and is looking for 


a new refrigerator. I show her 
around and let her pick out the one 
she wants. Usually all I have to do 
now is name the price and write 
up the order. But not with this lady. 
She starts chiselling. My runner is 
squirming because he sees his five 
spot sprouting wings. He starts to 
talk to his friend. ‘‘Look,” he tells 
her, “it’s a good price—take it.” To 
his astonishment she whirls on him 
with fire in her eye. “How do you 
know?” she demands. “And this is 
my money I am _spending—not 
yours!” Sam can say nothing. All he 
does is slowly turn a beet red. Oh, 
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17th ina series 

of weekly Gibson 
messages to ipa 
Ee appliance _ - 
dealers — 


coo 


THEY WON! 


YOU CAN T00 
IN GIBSONS 


BIG HAWAIIAN JET HOLIDAY SWEEPSTAKES TRAFFIC-BUILDER! 


In high gear, and rolling! The first of five 
Sweepstakes is now history, and entries for 
the second are on the way to world-famed 
contest judges, Reuben H. Donnelley Corp. 
But—there are three more Sweepstakes to 
come, and you can cash in onevery one of them! 


There’s really nothing to it! Qualified Gibson 
Dealers get the whole Sweepstakes package 
—displays, promotional materials, entry 
blanks—the works. Their customers can 
enter by filling out a blank, dropping it in the 
colorful entry box—there’s nothing to buy, 
nothing to write! Shoppers love it! Thou- 
sands have already visited their Gibson Deal- 
ers to enter—and you know what that means! 


There’s action for you at Gibson! Sweep- 
stakes action to bring ’em into your store! 
Merchandise action to give you best-buy sales 
closers! Incentive action to take you, your 
family, and your salesman to Hawaii by Jet 
this Fall for the sensational Gibson Conven- 
tion! Don’t wait—get in on the action at 


Gibson right now! 


WANT To WEP? FOR Hawy:, BY 5 IM Gp, 


get going...get 





“Lucky Gibson” makes the first award! Gibson's colorful Hawaiian 
Sweepstakes ambassador presents the first of 50 Hawaiian Jet Vaca- 
tion to Mr. and Mrs. Roy Walter, of Ridgeville, Indiana and a free trip to 
the Gibson Dealer through whom they registered, Mr. Dewey Smith, of 
South Side Refrigerator Company, Portland, Indiana. The next winners 


could be you and two of your best customers! 





Liason 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 














I make the deal all right—at rock 
bottom and I give Sam the fiver out 
of my pocket but I think he under- 
stands he has disgraced his profes- 
sion with this dud for I never see 
him again. 


Worst of all is when the runner 
booby-traps you out of a clear sky. 
I have a guy Freddie, an elevator 
operator, who has brought me sev- 
eral customers from where he 
works. One night he walks in with 
a particular buddy of his from the 
old country. They pick out a washer 
without any trouble and then start 
to put me through the wringer. I get 
a jolt as I realize that Freddie is 
helping his pal beat the price down 
below minimum. I agree to take 
it and start to write. Suddenly 
Freddie pulls out a ten dollar credit 
allowance we mail to old customers 
and demands I credit it against his 
buddy’s price. There is no room so 
I refuse. We wrangle before I make 
it stick. As I go on writing up the 
bill of sale, Freddie and his com- 
patriot have their noggins together, 
buzzing. Freddie emerges from the 
huddle and asks for 90 days no in- 
terest. Again I am forced to say no 
for the bank charges me $5 for this 
service. They finally say they want 
to take a year to pay through the 
bank. 

So I start to take the guy’s credit 
info. In one minute I see I have a 
hopeless case. This guy does not 
have three months steady employ- 
ment in the last two years. I turn to 
Freddie and ask him to sign for it. 
He consents. There is one slight 
hitch though. Freddie has been laid 
off since two months ago. I tell 
Freddie there is nothing more I can 
do for his friend. Freddie gets furi- 
ous. He starts to shriek. “After all,” 
he screams, “I have done you a 
favor. I brought my friend in here 
first!” 


I am now in the market for a run- 
ner. 


ABOUT THE AUTHOR—For reasons 
which become obvious as you read 
this column, author does not wish to 
be identified. He is, however, exactly 
what he claims to be—a hard-working 
retail problems 
(and solutions) which he shares with 
you here once a month. 


salesman who has 





CAN YOU USE? 


Ronson Corp.—Three consumer fold- 
ers, which can serve as stuffers or 
“take-one” displays, are available 
from the company’s advertising de- 
partment. The leaflets cover ‘‘Vara- 


flame’”’ gas-powered and _ table 
lighters, ‘‘Lady Ronson Superbe”’ 
electric shavers and ‘Roto-Shine 


electric shoe polishers. 


P-G Products Mfg. Co., Inc.—A ca- 
talog featuring replacement parts 
and accessories for home laundry 
equipment is now available from 
the company’s distributors. It con- 
tains photographs and descriptions 
of parts for washers, dryers and 
combos from 14 of the top manu- 
facturers in the field. 


Alden Products Co.—The Brockton, 
Mass., company is offering a free 
“Quick Order Guide” to help design 
engineers plan and package circu- 
itry. The 20-page booklet lists off- 
the-shelf components used in mak- 
ing up complete electronic systems 
for installation in the home, busi- 
ness or industry. 
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SWE TR wew 1960 


AWARD WINNING MASTER CONSOLE! 






















































































iit! ”) 

aie 

| Ai * ACCLAIMED STYLING SUPERIORITY! 

Hi | \W * UNEQUALLED PERFORMANCE! 

a | | 1 | * V-M ELEGANCE WITH EXCITING, DRAMATIC DISTINCTIVENESS 
PEO 


So exquisitely beautiful, this V-M Master Console won a coveted styling award for 



















1960 in the Annual Mahogany Awards Competition! A Complete Home Music Center 








for your most discriminating customers! Here, in one co-ordinated fine-furniture 
cabinet is a combination of V-M’s finest quality components... 4-Track Stereo-Play 
Recorder featuring V-M’s Exclusive “Add-A-Track,” a 4-Speed Automatic High- 
Fidelity Stereophonic Phonograph and a Deluxe AM-FM Stereo Tuner. There’s all 
this in a magnificently styled, award-winning Genuine Mahogany, full-bodied, hand- 
rubbed cabinet ! 



































V-M ‘Stereo/ Fidelis’ Master Console 
MODEL 1002—$1,025.00 List* een 


THE TAPE RECORDER is V-M’s famous ‘tape-o-matic’® 4-Track Stereo-Play 
Recorder featuring “Add-A-Track”. .. the unique control which permits you to record 
on one track, rewind, record on another track, while listening to the first track. On 
play-back you hear both tracks simultaneously ! 


Now you can play a duet with yourself! Sing to your own accompaniment! Learn 
dramatic roles! With “Add-A-Track” you have hundreds of home “entertainment” 
possibilities... PLUS practical educational benefits in language training, speech 
therapy, or musical studies. In addition to playing stereo tapes you may record and 
play-back monophonieally as well! 
HIGH-FIDELITY STEREOPHONIC PHONOGRAPH includes V-M’s exclusive 
‘Stere-O-Matic’® 4-Speed Automatic Record Changer with Diamond Needle. Plays 
ei all record sizes and speeds both stereo and monophonic. All records sound better 
aa than ever before! 


DELUXE STEREO AM-FM TUNER provides unlimited versatility in radio enter- 
tainment. Tuning knobs for all standard broadcasting frequencies and for selecting 
FM with or without Automatic Frequency Control, AM, AM-FM Stereo and FM 
Multiplex. 


¢« MASTER CONTROL SELECTOR PANELs V-M AUTOMATIC CLOCK TIMER 
¢ V-M ‘STEREO/DIRECTIONAL’ DUAL SPEAKER SYSTEMS ¢ OUTPUT 
RECEPTACLES FOR EXTERNAL SPEAKERS © POWER OUTPUT: 60 Watts 
(Peak) ; 30 watts (peak) each channel. 


THIS WILL BE THE PRIDE OF YOUR SHOWROOM—A delight for your pros- 
pects to see, hear and buy! Call your distributor today! 


*Slightly Higher West 


Ot hy |usic 


V-M CORPORATION « BENTON HARBOR. MICHIGAN « WORLD FAMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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MORE WASHING POWER 
an MORE SELLING POWER 











WESTINGHOUSE WASHING 
ACTION lifts and dips, tumbles 
and plunges clothes again and 
again, 50 times a minute... 
actually travels them through 
a half-mile of suds! 


CLOTHES IN A WESTINGHOUSE LAUNDROMAT’ AUTOMATIC WASHER TRAVEL THROUGH 
OVER 1/2 MILE OF HOT, PENETRATING SUDS! EVERY WASH COMES OUT CLEANER! 


That’s the story of MORE WASHING POWER your customers Reader’s Digest, Parents’ Magazine, Successful Farming and 
will see time after time on the Westinghouse Lucille Ball-Desi Progressive Farmer. Plus big Key City ads! It’s the most 
Arnaz Show on CBS-TV. And all through your big spring powerful sales story any washer ever had. No wonder that, 
season they’ll see it in full pages in the Saturday Evening Post. in laundry equipment, too... 


THE BIG (AIP SWING 1S TO WESTINGHOUSE #352 


Westinghouse Electric Corp., Major Appliance Division, Mansfield, Ohio Tune in Westinghouse Lucille Ball-Desi Arnaz Shows CBS-TV Alternate Fridays 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


RCA Whirlpool remote controlled air conditioners e 
V-M portable stereo e Mathes and Fonovox hi-fi TV 
combinations e Tappan and Magic Chef gas ranges 


CS 


RCA Whirlpool Remote Control Air Conditioner 


A remote control room air condi- 
tioner is announced by RCA Whirl- 
pool in 1 hp, 115- and 230-v sizes 
with amp sizes ranging from 7- to 
12-amps. Five Deluxe coolers were 
also announced in 1- and 2-hp, 115- 
and 230-v sizes. Cooler operation is 
entirely by remote control; an at- 
tractively designed, brushed-chrome 
control panel placed on end table en- 
ables user to adjust cooling and heat- 
ing temperatures, air direction, vol- 
ume and exhaust from chair. 

Unit can be installed in bottom or 
top of window, since remote control 
makes it unnecessary to go near unit 
except to change filter. Thermostat 
is placed inside remote panel, rather 
than in air conditioner, meaning 
temperature is now controlled from 
where user is located rather than 
where conditioner is installed. 

Another feature is on front, where 
2 sets of louvers are now used to, 
direct air flow; 3 signal lights located 
left of louvers indicate when unit is 
turned on (red); when it is cooling 
(blue); and when stale air is being 
exhausted from room (white). 

Three knobs across lower half of 
control panel activate conditioner for 
cooling or heating; thermostat can be 
set at “cool” or “warm” also to con- 
trol volume of air intake. All 3 con- 
trols have infinite settings. A panel 
of 3 switches at uper right corner of 
control box can be set to exhaust air 
from room, to adjust air direction 
and circulation. Left switch opens 
exhaust door electrically and remains 
open until switch is pushed to “close.” 
Horizontal air movement is controlled 
by center switch. Held in “adjust” 
position, this switch activates small 
motor inside chassis which moves 
horizontal air direction louver to de- 














sired position. Pushing same switch 


to “sweep” oscillates louver  pro- 
viding full horizontal air move- 
ment. Vertical air movement is ac- 
complished by manipulating 3rd 
switch in same way. For 360 deg.- 
oscillation, switches are pushed to 


“sweep.” 
Other features include a specially 
designed silencing chamber’ with 


spring and rubber mounted compres- 
sor; pull-out chassis reinforced to 
provide a rigid box-like structure. 
A special system eliminates all con- 
densate, routing it into special non- 
deteriorating plastic pans. Outside 
dripping from chassis is eliminated 
even on humid days. Both Custom 
and Deluxe cabinets are cloud gray; 
Custom has chrome and charcoal 
trim; Deluxe in dark gray. Whirlpool 
Corp., St. Joseph, Mich. 








COMFORT-AIRE 
Dehumidifiers 


Two new Comfort-Aire dehumidifiers, 
Deluxe automatic DHA-30 and Deluxe 
DH-30, are announced by Heat Con- 
troller. Designed for residential base- 


COMFORT-AIRE DELUXE AUTOMATIC, DHA-30 
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ments and recreation rooms as well 
as offices, laboratories, libraries, etc. 

Features include a 1/5 hp hermeti- 
cally sealed Tecumseh compressor 
system with condenser, evaporator 
and connecting tubing; spiral alumi- 
num coil evaporator; DHA-30 has 
quick action M-H humidistat with 
double nylon sensing element that 
controls excess humidity automatical- 
ly. Unit cycles similar to household 
refrigerator. 

Water container consists of a re- 
movable, lightweight styrene pail, 
flanged for fingertips with 8%-qt ca- 
pacity. Each unit has 4 large, free- 
swivel casters. 

Permanent %-in. hose drain fits 
shower or garden hose. Available in 
brown, beige and mahogany vinyl. 
Price, $134 and $119.95 respectively. 
Heat Controller Inc., Losey at Well- 
worth, Jackson, Mich. 








BERKO Heaters 


A new concept in electric unit heater 
design is announced by Berko. De- 
signed as the UH-Series, this new 
unit features a clean, modern appear- 
ance for use in offices, reception 
rooms, stores, etc. 

Constructed for continuous heavy- 


duty use, the units feature %-in. 
stainless steel sheath type elements, 
totally enclosed, non-glowing, and 
guaranteed for 5 yrs. A factory pre- 
wired, built-in 30-amp contactor (re- 
lay) eliminates need for remote con- 
tactors and external wiring. A ther- 
mal safety cut-out provides protec- 
tion against overheating due _ to 
over-voltage, motor failure, or other 
causes. The safety features a manual 
re-set to prevent damaging on-and-off 
cycling. 

Chassis type construction permits 
entire internal components including 
heating elements, contactor and ther- 
mal cut-out to be removed as a single 
unit for servicing etc. without dis- 
turbing the heater and external wir- 
ing. Comes in 5 and 7.5 kw; 208, 240 
and 480 v. Berko Electric Mfg. Corp., 
212-40 Jamaica Ave., Queens Village 
28, N. Y. 





YORK Electrostatic 
Air Filters 


York’s new line of electrostatic air 
filters will trap between 98 and 
99%, of all visible dust, soot, pollens, 


fungus, and filter out from % to % 
of the invisible particles in the air. 

Installed in forced-air ducts, it re- 
quires no piumbing or drainage lines. 
As air passes through filter, the 
charging section gives dirt and bac- 
teria particles a positive electrical 
charge; these particles are then at- 
tracted and held by negatively 
charged collector plates. The entire 
collector section is removable for 
cleaning; current automatically shuts 
off when this section is removed. 
Completely automatic, this filter op- 
erates when furnace blower is in 
operation: 

Line consists of Nos. 120, 160 and 
240 series, all 115 v; dimensions are 
22x20x21, 22x24x26 and 22x24x29 
respectively. Largest size handles up 
to 2400 cfm, has about 14,000 sq. in. 
of collector plate area. York Div., 
Borg-Warner Corp., York, Pa. 











V-M Portable Hi-Fi 
Stereo System 


A new portable hi-fi component stereo 
system is announced by V-M. Known 
as No. 307, it is a complete stereo 


system. In use it separates 3 com- 





ponent units. Each speaker section - 


detaches from central record playing 
unit which may be placed out of 
sight when in use if desired. Each 
speaker section censists of a 6-in. and 
a 5%-in. speaker. ‘ 

The changer unit contains V-M’s 
“Stere-O-Matic” 4-speed automatic 
record changer that plays all record 
sizes and speeds, both stereo and 
monophonic. It has an ac push-pull 
amplifier with 8-w peak for each 
channel. 

Designed for studio performance 
and complete versatility, it is as at 
home in recreation room or on patio 
as in the living room. Gray Pyroxlin 
finish with ivory mesh grilles. 

The same system is available in a 
hi-fi stereo manual-play 4-speed rec- 
ord player as No. 207. : 

Price, No. 307, $129.95; No.. 207, $119.- 
95. V-M “Voice of Music” Corp., Ben- 
ton Harbor, Mich. 





MAGIC CHEF 1960 
Gas Ranges 


The Magic Chef 1960 gas range line 
of 20-, 30-, 36- and 39-in. sizes, as 
well as built-ins, features a Magic 
Control Center, which introduces 
company’s new development in auto- 
matic cooking—the Dial-A-Magic 
roasting control. With this control it 
is possible for user to turn the “stop 
time” dial to the time she wants 
roast to be cooked and ready, the 
“time to cook” dial until weight of 
meat to be cooked appears in window 
opposite the type of meat to be cooked 
(the necessary roasting time is auto- 
matically set by this operation), and 
to set thermostat at 325 degs. The 
Magic Control Center then takes 
over, starts oven automatically at 
time figured out by the Dial-A-Magic 
and turns off at “ready” time. 


Control Center can also be set 
for manual, semi-automatic or auto- 
matic operation. Other features. in- 
clude oven-ready signal light, clock 
controlled baking, magic meal moni- 
tor, automatic time signal which can 
be used for both top of range and 
oven cooking. 

Prices from $319.95. Magic Chef Div., 
Dixie Products, Inc., Cleveland, Tenn. 


MAGIC CHEF CONTROL CENTER 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 





PRODUCTS 














Another first from Ronson! 


New! Lady Ronson Superbe. Only lady’s shaver 
with two separate cutting actions—one for legs... 
one for under-arms. Shaves smoother, closer...with 
no nicks or scrapes. Comes in glamorous, rich, black 
velvet gift case with mirror. Shaver available in 
pink or blue. Suggested retail: $16.50. 





One. year free service on 
all Ronson products. 77 
national service outlets. 


Ronson Corp., Woodbridge, N. J 





THIS BRAND 
OPENS 

NEW FRONTIERS 
7S. FOR PROFIT! 








WORLD'S FIRST AUTOMATIC 
ELECTRIC PERCOLATOR 
MADE FROM GLASS 


Your customers know that coffee 
tastes best made in glass! Now they 
can have it the easy electric way “* 
with a new Silex #1909 percolator. 
Lights in base shine up into coffee 
to add new glamor. Popular size: 





2-9 cup. Black or ivory, gold trim. 
Retail $29.95 
specialize in profits with 
- 4 Silex appliance specialties 
«> k 





The Silex Co., 6333 W. 65th St., Chicago 38 
in Canada—The Silex Co., Ltd., Iberville, P. Q. 


There are 


plu¢ profits 


in Paragon 
appliance | 





Write: 


PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 





MATHES Hi-Fi TV Set 


A new hi-fi TV unit that can be 
moved to any spot in the home is an- 
nounced by Curtis Mathes. 

The new model, called a “porta- 
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bout” is available with or without 
legs, casters and shelves and may 
double as a table set. 

The “portabout” contains a hand- 
wired chassis with 18 tubes, a new 
guided grid tuner, keyed agc, new 
gated sync stabilizing circuit, an ex- 
tremely stable IF circuit, powerful 
potted and finned power transformer, 
and cabinets especially manufactured 
of selected hardwoods to provide 
finest hi-fi sound. 

With the “portabout,”’ a TV en- 
thusiast may retire to bedroom to 
enjoy a particular program; or the 
set may be moved into den or living 
room for multiple as well as single 
audiences. 

Containing 8-in. duo cone speakers, 
it provides a hi-fi sound in which bass 
and treble can be controlled to the 
individual taste. Curtis Mathes Mfg. 
Co., Dallas, Texas. 





UHER Stereo 
Record Player 


UHER completely self-contdined ster- 
eo recorder and playback has three 
speeds, 1%, 3% and 7% ips on 7-in. 
reel. 

There are complete operational fa- 
cilities for 4-track stereo and monau- 
ral recording and playback plus play- 
back of 2-track stereo, %-track mon- 
aural tape and %-track monaural 
tape; selective erase head erases any 
of 4 tracks; dual channel tape built- 
in to provide complete facilities for 
stereo tape, stereo disc _or stereo 
broadcast; automatic ‘tape stops 
through electronic switch at begin- 
ning or end of reel with metallized 
leader tape. Tape counter designates 
location and length of recorded ma- 
terial on easy to read digital counter: 
safety record interlock prevents ac- 


cidental erasure; self contained 
matched stereo speakers employed 
when external channel speakers are 
connected, offering 3-channel stereo 
listening; requires 70-watts; 110, 125, 
160, 220,240 volts 60 cycles; weighs 29 
lbs.; luggage type carrying case. 
Kimberley International Ltd., 1650 
Broadway, New York 19. 











FONOVOX 
Stereo-TV Series 


Fabulous Fonovox Royal Dane series 
features a self-contained, pushbutton 
stereo with dual push-pull 50-watt 
output, 2 bands of shortwave, 6 AM 
circuits, 12 FM circuits, 88-108 mc, 
13-45 meters, 10 speakers—5 matched 
speakers for each channel consisting 


of a 12-in. Norelco co-axial woofer, 
two 10-in. mid-range speakers, 2 
powerful tweeters. 

Dual pushbutton multi-level stereo 
balance controls flywheel tuning; 
bright-band spread tuning dial for 
shortwave tuning; 13 key duplex 
pushbutton selector with continuous 
adjustable treble and bass controls; 
sound-volume control with automatic 
tone compensator; stereo-monaural 
phono; on-off pilot light; built-in FM 
dipole antenna; AM ferrite antenna; 
jack and pushbutton control for tape 
recorder; satin-finished walnut cab- 
inet; and 24-in. custom crafted TV 
set with independent controls are 
highlights of this series. 

Modular hutch units to add to 
Royal Dane series 1 or 11 for home 
entertainment center are also avail- 
able. Videola-Erie Corp., 75 Front St., 
Brooklyn, N. Y. 





SOUND-GUARD Convertible Radio Intercoms 


The introduction of the Sound-Guard 
“Convertible” radio intercoms is an- 
nounced by Progress. 

This new “Convertible” makes the 
installation of Sound-Guard equip- 


ment simple and inexpensive in exist- 
ing homes and apartments as well as 
newly constructed homes, because it 
can be installed without cutting holes 
or fishing wires through walls. 
Master station and remote speakers 





fit in cabinets of neutral-tone beige 
leatherette. 

Sound-Guard “Convertible” inter- 
com cabinets will accommodate any 
one of 4 Sound-Guard systems: Com- 
mander, deluxe model with AM-FM 
radio and phono input; Sentinel, with 
clock-controlled AM radio and timed 
appliance outlet; Guardsman, for full 
fidelity AM radio; Cadet, the budget 
priced intercom with AM radio and 
components. 

These “Convertibles” which can 
easily be converted to “built-ins” 
provide all the convenience and lux- 
ury of systems installed in new 
homes, such as room-to-room conver- 
sation, music through home, even 
outdoors; ability to monitor nursery 
or. sickroom. Progress Mfg. Co., 
Philadelphia 34, Penna. 
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in Brand Names ‘Retailer-of-the-Year’ competition 
(for appliance stores) are RCA WHIRLPOOL dealers! 


By individual choice, eleveri¥ of the twenty entered un- 
der the sponsorship of the RCA WHIRLPOOL brand. In 


addition, two more RCA WHIRLPOOL dealers became 
finalists in the department store and furniture store 
classifications. 


We are proud to be associated with these successful 
retailers and extend sincere congratulations for the top 
positions they have gained in this significant competition 
... and for the sales achievements with RCA WHIRLPOOL 
appliances. 


Your family will love our family of home appliances 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trodemorks fm) and RCA authorized by 4rodemark owner Radio Corporation of Americ 


’ Tom Carmichael 
BURNS & CARMICHAEL 


Seattle, Washington 


Jack Cohn 
COUNTY HARDWARE CORP. 
Mt. Vernon, New York 


Raymond W. Hackett 
RAYMOND W. HACKETT, INC. 
Hudson, New Hampshire 


F. K. Grider 
KAPIOLANI FURN. & APPL. 
Honolulu, Hawaii 


Maurice M. Cohen 
LECHMERE SALES 
Cambridge, Mass. 


N. W. Ascher 


M & N FURNITURE & APPL. CO. 


Gary, Indiana 


Harold E. Peters 
PETE’S TV & APPLIANCE 
Kingsport, Tenn. 


David D. Pidgeon 
PIDGEONS STORES 
Des Moines, lowa 


Charles Schultz 
PRINCE RANGE COMPANY 
Newark, N. J. 


Aaron Rosner 
ROSNER’S 
Yonfters, New York 


Farris J. Rashid 
TRI-STATE FURNITURE & 
APPLIANCE 
Ft. Madison, lowa 


In other classifications . . . 


Kenneth H. Johnson 
JOHNSON BROS. 
FURNITURE CO. INC. 
Junction City, Kansas 


Herman Grossman 
GROSSMAN DEPARTMENT STORE 
Muskegon, Michigan 
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TECUMSEH-BUILT 
= fen is 





Tecumseh’s outstanding engineering and production skill is proven in 
over 40 million compressors for refrigerators, freezers and air- 
conditioners. Now manufacturers of gasoline-powered equipment may 
benefit from this experience applied to Lauson-Power Products 
engines. Put this technical superiority to work for you-when you 
plan to purchase gasoline engines. 


Tecumseh “Firsts” in Engines 


Tecumseh pioneers remarkable improvements such as 
the first “‘wind-up” starter, the first polyurethene air 
cleaner, the first—as standard equipment—flyball me- 
chanical governor . . . among many other innovations. 
These are just a few of the reasons why more and more 
mower and garden equipment manufacturers standardize 
on Tecumseh. 


Tecumseh-built engines are nationally advertised in the Saturday 
Evening Post and Life—among other publications—to build greater 
consumer acceptance. That’s why more retailers specify Tecumseh 
engines on the equipment they handle. It’s just good business. 


PRODUCTS COMPANY 
BUILDERS OF 


AUSON-POWER PRODUCTS 





Home Office: Tecumseh, Michigan ¢ Engine Plants in Grafton and New Holstein, Wisconsia 


Tecumseh is also the world’s largest manufacturer of compressors 
for the air-conditioning and refrigeration industry 














WARM MORNING 
Incinerator 


A smokeless-odorless gas incinerator, 
Warm Morning, L-15, is announced by 
Locke. Features include a full fire 
rustless brick lining; revolving grate 
that is operated by lever on outside; 
dual purpose gas burner with a jet 
flame action in front burner section 
that envelopes and consumes wet and 
dry waste and another flame from 
back projected against cast iron flame 
spreader which creates intense heat 
zone through which combustion 
products must pass. Back flame uses 
less gas than front and removes ob- 
jectionable smoke and odor. 

A Basotrol timer controls main 
burner; porcelain enamel cast iron 
top and feed door. Holds 1%-bu. 

Price, $149.95. Locke Stove Co., 114 
W. llth St., Kansas City 5, Mo. 


ELECTRICAL MERCHANDISING WEEK 










TAPPAN Gas Ranges 


Latest with Tappan free-standing 
ranges for 1960 is a new “Honey- 
comb” patterned backpanel on the 
shadow box backguard. Hexagonal 
gray lines on a white background 
with scattered gray filled “hexes” 
on Deluxe 30- and 36-in. gas ranges. 

Mounted in the center of the panel 
of the 36-in. range is a Tel-U-Set 
control panel which places all the 
automatic features convenient to fin- 
gertips. A hidden full-width fluores- 
cent light provides shadow free 
cooking. Concealed oven venting and 
an appliance outlet are features. 

A “Vari-Flame” automatic top 
burner combines flexibility of the 
Sizzle ’N Simmer burner with a Set 
’N Forget automatic heat control. A 
built-in flame control permits easy 
adjustment of flame height to fit any 


size or type cooking utensil and pro- 
vides accurate control of top cook- 
ing temperatures. 

Price, approximately $350. The Tap- 
pan Co., Mansfield, Ohio. 


TAPPAN "'MEADOWBROOK" DCKH-4888 
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MOTO-MOWER DELUXE ROTO-RIDE 
1960 MOTO-MOWER 


A -snow thrower, edger-trimmer, and 
garden tillers are added by Moto- 
mower. 

Snow thrower clears a 15-in. path, 
throws snow up to 16 ft.; chute han- 
dle enables operator to change throw- 





ing direction without stopping ma- 
chine; fingertip control 3.25 hp engine. 

Edger-trimmer has 3-wheel design, 
2 hp engine, 9-in. steel blade, handle 
controls, reversible front wheel. 
Converts from trimmer to edger with 
foot control; easy-to-reach control 
handle adjusts blade angle. 

Garden trimmer has 16 steel 14-in. 
tines that can be depth-adjusted from 
zero to 8 in. 

A new impulse starter is standard 
on all Deluxe rotary mowers as well 
as trimmer reel mower. 

Deluxe and Super riding rotaries 
have clutch-brake foot pedal, Magic 
Touch 4. cutting-heights control. 
Roto-Ride has console control panel 
that places control levers in front of 
driver with fingertip operation of 
throttle, blade control, and 3-position 
shift. Moto-Mower, Inc., Richmond, 
Ind. 





KEEN-MATIC Can Opener 


Opens any size and shape can; 
mounts on wall; fingertip action 
automatically controls operation; steel 
rotary cutter blade, removable for 
cleaning; serrated driving wheel; 
5 lbs. Foremost Electrical Co., Inc., 
350 Butler St., Brooklyn 17, N. Y. 


_ 








PARTY-Q Speaker 


Party-Q’s 5-in. weatherproof speaker 
provides parabolic tone; 25-in. cord 
with clips; coral or black brass trim; 
for indoors, outdoors; 6-in. spun 
aluminum sound deflector; weighs 


1% lbs. Price, $6.95. Party-Q Corp., 
601 W. 26th St., New York 1, N. Y. 
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AIR-SIN Vaporizer- 
Deodorant 


Complete _ self-contained vaporizer- 
deodorant; plugs into any 110-volt 
outlet; completely deodorizes a 6- 
room home, absorbing offensive odors, 
rather than covering them up. The 
vaporizer-deodorant unit is 9 in. tall, 
4 in. wide. 

It can be hung on any convenient 
wall. 
Comes apart for easy refilling and 
maintenance; shipped complete with 
1 deodorizer 25-watt bulb and 1 bot- 
tle of fluid. 6 oz. bottle lasts 30 to 60 


days. 
Easy to install and maintain. 
Scents available include mint, 


floral, new mown hay. 

Price, $13.95; fluid refills, $1.95 each. 
Faler Supply Co., 2765 Cherry St., 
Kansas City, Mo. 








""AIR-SIN" VAPORIZER-DEODORANT, AS-100 





SYROCO Shelf Clock 


This 1%-v battery-powered clock of 
SyrocoWood in nutmeg has silver and 
black etched metal dial. Price, $33. 
Syroco, Inc., Div., Syracuse Orna- 
mental Co., Syracuse 2, N. Y. 
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YOUNGSTOWN Cabinets 


Two new mar-resistant laminate fin- 
ishes are added to the Woodcharm 
cabinet line: Cherrywood for use 
with traditional decors; Honeywood 
for provincial decor. These laminates 
on steel resist stain, heat and warp- 
ing, and wipe clean with a damp 
cloth; Cherrywood is available in 
complete line of over 200 wall, base, 
utility and storage cabinets. Youngs- 
town Kitchens Div., Warren, Ohio. 
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CHEVROLET 
1960 Trucks 


Redesigned 1960 Chevrolet light-duty 
trucks feature front wheel suspen- 
sion with torsion rod springs; %- and 
%4-ton conventional models have 12- 
link suspension with coil springs at 
rear; cab floor and seat at step-in 
height; full width hood opening; hy- 
draulic clutch control; suspended 
pedals; relay type steering. Chevrolet 
Motor Div. General Motors, Detroit 
2, Mich. 


GMC Trucks 


The all-new fieet of 1960 GMC trucks 
powered by V-6 truck engines and 
featuring new concepts in suspension, 
frame and cab design, blankets truck- 
ing needs from 1%-ton pickups to 
highway rigs. Features include in- 
dependent front suspension, light- 
weight aluminum and steel tilt cab 
designs, sturdier frames; all gasoline 
V-6 and Twin 6 engines have many 


CUMMINS Sander 


Cummins No. 454 straight-line sander 
has twin magnetic motor; delivers 
14,400 strokes per min; diecast pol- 
ished aluminum. Price, $16.95. Cum- 
mins Portable Tool Div., John Oster 
Mfg. Co., Milwaukee 17, Wis. 





in common, 
operators and dealers to reduce capi- 


;parts enabling truck 
tal outlays for replacement engine 
parts stocks. Each model can be tai- 
lored to individual operating require- 
ments; standard through line are hy- 
draulically actuated clutches and im- 
proved brakes. General Motors 
Corp. Truck & Coach Div., Pontiac, 
Mich. 
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SCORCHING SALES GAINS TWO MONTHS IN A ROW! 


January sales—up 62.4%! February sales—up 27.2%! For 
two straight months this year, Eureka’s Red Hot sales have 
gone sizzling past last year’s figures. That means Eureka dealer 
profits are piling up, too. See why... 


EUREKA PRODUCTS PRODUCE BIG DEALER SALES! 
EUREKA SALES PRODUCE BIG DEALER PROFITS! 
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Golden Anniversary Special! 
NEW SUPER ROTO-MATIC 910-B 


At $54.95! . . . sets sales on fire 
because it includes all the essential 
features of the original Eureka Model 
910 priced at $69.95! The HOTTEST 
cleaner value in 50 years! And real 
profit in it for the dealer! 


EUREKA Vibra-Beat 
Model 1010 


The canister cleaner that beats rugs 


clean! ... an idea that caught on like 
wildfire! Patented Vibra-Beaters 
shake out deeply embedded dirt, 
powerful 1 H.P. suction picks it up in- 
stantly. HOTTEST thing that ever hap- 
pened to cleaner sales! 


EUREKA® 
THE DEALER’S MAKE-MONEY LINE! 





When a dealer sells Eureka, a dealer makes money on the 
sale. No double-talk pricing. No merchandise “loading” that 
picks your pocket. There’s good money and honest dealer profit 
in cleaners — and Eureka pays it! 










Webster, New York, SAYS: 


“TAKE IT FROM ME... 


CUSTOMER RELATIONS 





WILLIAM NETZMAN 
Netzman Electric Co. 


. Frigidaire 


SERVICE 

















points the way 





to continuing growth!" 


“In our 6-man service organization, customer relations is more than 
just the best mechanical service we can provide . . . more than the use 
of the best materials and factory-supplied parts. With us, customer 
relations is ‘ putting ourselves in our customers’ shoes’ on every phone 
call, house call, or shop job. These new Frigidaire Customer Relations 
Training Clinics are the finest in the industry from our standpoint, 
and like they say, “you must understand and anticipate the customer's 
problems before you can employ your practical knowledge.’ Make 
sense? We think so, and so does every man in our company who has 
attended this special Frigidaire training course. Even more important, 
our customers are showing their appreciation for our increased interest 
and attention to goodwill by writing us complimentary letters. This 


can only pay off in future growth. 


“Come to think of it, those attractive Frigidaire Customer Relations 


posters now seem to mean a lot more to everyone in our organization!” 


Willer l hres 


WILLIAM NETZMAN 
Netzman Electric Co. 
Webster, New York 


ELECTRICAL 


5 BOO0 CUBTOMES amATONS 
18000 SERN 

















FRIGIDAIRE goes all the way 


TO BUILD SALES THROUGH SERVICE LEADERSHIP! 















“. FRIGIDAIRE e000 customer neianons 
THROUSH GOOD SERVICE 





A few of the many inspirational 
motivation posters Frigidaire 
supplies to dealers. 





GOOD SERVICE DESERVES 
TO BE TOLD—AND SOLD! 





Look What we Won 
tel Serving You Well 





[one —— 

| &ven a 

| fine-quality 
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DEALER NAME 


Word-of-mouth advertising is wonderful . . . but 
mighty hard to find. Human nature being what it 
is, some customers would rather spread complaints 
than compliments. One good way to let prospects 
know that your Frigidaire Service is good—and 
that you're proud of it—is by use of telephone 
directory yellow pages. Another good idea is to 
use a series of small-space advertising mats as a 
part of your Frigidaire newspaper advertising. 


Give your customers, and prospects, a break! Get 
all the facts on the new and interesting Customer 
Relations Training Program and ask about 
Frigidaire Service Ad Mats. Call or write your 
Frigidaire Factory Branch or Distributor’s Office 
listed on the next page, or Service Department, 
Frigidaire Division, General Motors Corporation, 
Dayton 1, Ohio. 
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and, TAKE IT FROM US... 
Frigidaire fit-right parts 








point to profits, too. 


Frigidaire points the way to 
customer satisfaction with a 
“‘one-stop”’ source of parts that fit! 


A penny-saved can be a dollar wasted! 
Where’s the profit in misfit parts if time is 
wasted shopping around, and man-hours 
wasted trying to adapt such parts—espe- 
cially when a call to your Frigidaire District 
will bring you the right part, made to fit! 
Call or write: 


FRIGIDAIRE SALES 
CORPORATION OFFICES 


ATLANTA, GA. 

2995 E. Ponce de Leon Ave. 
Decatur, Ga. 
BALTIMORE-WASHINGTON 
2315 Cecil Ave., Baltimore 18, Md. 
BOSTON 15, MASS. 

25 Blandford sg 
BUFFALO 2, ye 
1018 Main a 
CHARLOTTE 1, N. 

P. O. Box 1192 
CHICAGO 51. ILL. 

1200 N. Homan Ave. 
CLEVELAND 14, OHIO 
1729 E. 22nd St. 

DAYTON 19, OHIO 
P. O. Box 597, Far Hills Station 
DENVER 4, COLO. 

215 Wazee Market 
DETROIT 28, MICH. 
13940 Tireman Ave. 
FORT WORTH 7, TEXAS 
P. O. Box 9847 
KANSAS CITY 16, MO. 
1534 Burlington Ave 
North Kansas City 
LOS ANGELES 58, CALIF. 
P. O. Box 58314, Vernon Branch 
MINNEAPOLIS-ST. PAUL, MINN. 
2331 University Ave., S. E. 
Minneapolis 14, Minn. 
NEW ORLEANS 19, LA. 
4141 Bienville St. 

NEW YORK 19, N. Y. 

1775 Broadway 
OAKLAND 8, CALIF. 
1250 53rd St. 
PHILADELPHIA 24, PA. 
500 E. Hunting Park Ave. 
PITTSBURGH 6, PA. 
248-50 S. Euclid Ave. 
PORTLAND 9, ORE. 

1035 N. W. 14th Ave. 

ST. LOUIS 8, MO. 

482 N. Kingshighway Blvd. 


FRIGIDAIRE DISTRIBUTORS 


EL PASO, TEXAS 
W. G. Walz Co. 
500 San Francisco St. 
HOUSTON 2, TEXAS 
Cox & Blackburn, Inc. 
2301 Commerce: Ave. 


INDIANAPOLIS 9, IND. 
Re arigeragne Equipment Co 
900 N. Senate Ave. 
LOUISVILLE 1, KY. 
Smith Distributing Co. 

P. O. Box 1495 


MEMPHIS 4, TENN. 
McGregor’s Inc. 
1071 Union Ave. 
MIAMI 36, FLA. 
Domestic Br a Co., Inc. 
134 N. W. Third Aye. 


peo Ral 8, NEB. 
Major Appliance Co. 
1101 Jackson St. 
ROCHESTER 4, N. Y. 
Chapin-Owen Co., Inc. 
05 St. Paul St. 
SALT LAKE CITY 11, UTAH 
W. H. Bintz Co. 
P. O. Box 1350 
SAN ANTONIO 6, TEXAS 
Straus-Frank Co 
P Box 600 
SIOUX CITY 2, IOWA 
D. K. Baxter Co. 
P. O. Box 1707 
SPOKANE 1, WASH 
Sunset Electric Co. 
North 703 Division St. 
SYRACUSE 1, N. Y. 
Onondaga Supply Co., Inc. 
344 West Genesee St. 
TAMPA 2, FLA. 
Byars-Forgy,. Inc. 
105 Twiggs St. 
TORONTO, CANADA 
Frigidaire Products of Canada, Ltd 
1901 Eglinton Avenue, E 
Uy Scarborough, Ont., Can. 





FRIGIDAIRE 


Division of General Motors 
Frigidaire Service Department, 
Dayton 1, Ohio } 








Maker Makes Sure Salesmen Know Products 
AIR CONDITIONING SCHOOLS—like the one shown above—are one way the 


Coleman Co., Wichita, Kan., 
its distributors and dealers. Another: 


air conditioning and heating manufacturer, trains 
Merchandising workshops. 





DISTRIBUTOR NEWS 


New district manager of the Salt 
Lake City district of General Elec- 
tric’s sales and distribution de- 
partment is Howard A. Oliphant. 
He replaces Robert R. Strachan, 
who was recently promoted to 
manager, field product service of 
G-E’s sales and distribution de- 


partment headquarters in Louis- 
ville. 
Jack M. Potter has purchased 


Motorola Grand Rapids, Inc., West 
Michigan distributor for Motorola. 
Potter, who was vice president and 
general manager of the company 
for the last four years, changed its 
name to J. M. Potter, Inc. 


The Fred Maytag Traveling Trophy 
went to the Morris Equipment & 
Supply Co., Springfield, Mo., for its 
performance and customer service 
in 1959. The trophy rotates among 
Maytag’s independent commercial 
laundry distributors. Ivan Ingersoll, 
the company’s commercial laundry 
sales coordinator, made the pres- 
entation to Paul Gaunt and Smith 
Appleby, of Morris. 


Chrysler Airtemp’s distributor ad- 
visory committee met with top ex- 
ecutives of the division to discuss 
and work out solutions for any 
problems between the heating and 
air conditioning manufacturer and 
its distributors. Attending the meet- 
ing, the first of three planned 


for the year, were: Marty Rothman, 
Cliffside Park, N. J.; I. C. Goldstein, 
Minneapolis; Stan H. Kelly, Akron, 
Ohio; Sterling Nicholson, Durham, 
N. C.; George C. Webster, Washing- 
ton, D. C.; Roy R. Matthews, Dal- 
las; and S. Anderson, Los Angeles. 


More than 1,000 dealers and 
distributors will get a preview of 
the 1960 RCA Victor “Living Color” 
TV line next May. Westerners will 
attend sales training meetings May 
17-20 at the Tropicana, Flamingo 
and Riviera Hotels in Las Vegas. 
Easterners will meet at the Fon- 
tainebleau Hotel, Miami Beach. 
Jack S. Beldon, president, empha- 
sized that the meetings “have not 
been designed as a sales incentive. 
They are sales training meetings to 
provide dealers with product, mer- 
chandising, promotion and adver- 
tising information . . .” he went on 
to explain. 








DISTRIBUTOR 
APPOINTMENTS 


AMANA REFRIGERATION, INC.— 
Joseph Strauss Co., Buffalo, 
Nie: 


SHERWOOD ELECTRONICS LA- 
BORATORIES, INC.—D. J. Ba- 
cher Co., San Francisco (as 
manufacturer’s rep for North- 
ern California and Northern 
Nevada). 





U.S. Steel Issues Newspaper Mat Service 


The 1960 edition of the United 
Steel home modernization news- 
paper service is being distributed to 
daily and weekly newspapers. It 
has eight full-size newspaper pages 
of advertising and editorial pages, 
including some of the advertising 
elements offered to dealers in EM 
Week’s exclusive new mat service. 
(For details on how to order EM 
Week’s mat free of charge, see the 
March 14 issue.) 

U. S. Steel has been producing 
newspaper services for more than 
six years, covering such promotions 
as major appliances, kitchen mod- 
ernization, and soft drinks in cans. 

In addition to mats in the air 


conditioning, appliance, public util- 
ity and kitchen 


fields, the 1960 





edition of the steel company’s book 
treats advertisements for plumbing, 
heating, department store mer- 
chandise, financial, building supply 
and contractors. 








Dealers Toss Hats in Ring 


A presidential race among 17 
Michigan appliance dealers is al- 
ready in high gear—even though 
results won’t be announced untii 
Dec. 31. Morley Bros., RCA Whirl- 
pool distributor in Saginaw and 
Grand Rapids, is running the show. 
The distributor set up a “Pace- 
maker’s Club.” The member who 
exceeds his quota by the highest 
margin gets to be the president. 
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EVERYONE'S A CUSTOMER 


FOR A DEARBORN 











“Boy! Just 

look at those radiants!” 
Of course...everyone is a 
customer for a Dearborn gas 
One of the big 


reasons is the Glo-Brite Radi- 


area heater. 


ants, which is referred to by our 
friend in the row boat. The 
widely acclaimed quality of 
Dearborn heaters is built to 
last, offering years of trouble- 
free comfort and warmth for 
your customers. Smart and 
stylish design coupled with the 
industry’s most advanced engi- 
neering make Dearborn the 


best line of heaters for you 





to sell! 
3 GLO-BRITE 
RADIANTS 
A 





j 


Glowing cherry 
red from top to 
bottom, these 
radiants put a 
carpet of infra- 
red rays across 
the floor, guar- 
antee positive 
floor warmth! 
Standard on all 
Dearborn Regency 
models. 





The Dearborn Regency is the world’s 
finest gas area heater. Lower, longer 
and loaded with sell-on-sight appeal! 


“DNearhor; 


Get details of Dearborn’s clean-cut selling 
policy from any of these regional sales 


offices: Atlanta, Chicago, Dallas, Los Ang- 
eles, San Francisco 
Morne 
bee “9 
Oc} 
1960 Dearborn Stove Co., Dallas fio 
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EARCHLIGHT 
FECTION  “ussirie” 


ADVERTISING 
EQUIPMENT (SURPLUS) : :MERCHANDISING 


“OPPORTUNITIES” 
EMPLOYMENT :BUSINESS 


SEARCHLIGHT SECTION is the na- 
tional medium for announcements of 
unique interest, spots the big bar- 
gains in; Used and Surplus New 
Equipment; Positions Wanted or Va- 
cant; Selling Opportunities, Offered 
and Wanted; Purchase or Sale of 
Business; and miscellaneous an- 
nouncements of great variety. 


There are two styles available in 
classified advertising: 


DISPLAYED—Individual space with 
border rules for prominent display of 
your advertisments. 


UNDISPLAYED—Which is set in 
one paragraph, no display. Minimum 
of 3 lines, based on the use of 5 
average words as a line. 


ON REQUEST. 


Se ee ee ee ee eee eee 














SELLING OPPORTUNITY AVAILABLE 


Manufacturers Reps—for several territories 
still open in East, New England and Mid- 
west, one in South for new Hostess electri- 
cal warming tray and all new colorful 
portable electric heater. W. W. Guptill 
Thermway Industries Inc., 60 E. 42 St., 
Ae A A 











Your Inquiries to Advertisers 
Will Have Special Value... 


—for you—the advertiser— and the pub- 
lisher, if you mention this publication. 
Advertisers value highly this evidence 
of the publication you read. Satisfied ad- 
vertisers enable the publishers to secure 
more advertisers and—more advertisers 
mean more information and more prod- 
ucts or better service—more value— to 
YOU. 














PEOPLE in the 


Carrier Corp.—Three regional man- 
agers have been appointed to han- 
dle unit heater sales for the com- 
pany. The men and their new ter- 
ritories are: Maurice Merlin, north- 
east; James P. McLaughlin, south 
and southwest; Oliver M. Murphy, 
east central. 


Glaser-Steers Corp.—Ed_  Claffey 
has been named merchandise man- 
ager, consumer products, for the 
New Jersey manufacturer of rec- 
ord changers and accessories. He 
will be responsible for merchan- 
dising activities on all consumer 
products. 


Ironrite Inc.—Marjorie Scott has 
been appointed as a field home 
economist for the company. She 
will be working in sales training 
and promotion and assisting in the 
educational department. 


Lewyt Corp.—Montell P. Painter 
has been named director of manu- 
facturing for the vacuum cleaner 
maker. He has been manager of 
the General Electric plant in Bloom- 
field, N. J. 


Magic Chef—Jack Klug has been 
appointed district representative in 
southern Mississippi and Louisiana. 
His headquarters will be in New 
Orleans. 


The Maytag Co.—Three men have 
been named to new positions with 
the company. William V. Wilson 
will be the assistant director of 
purchases. Donald W. Swanson will 
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be a buyer in the purchasing de- 
partment. And Ralph Wenzel will 
manage a 24-county sales area in 
northern Oklahoma. 


Northern Electric Co.—William J. 
McEnroe has been appointed man- 
ager of the company’s new sales 
engineering department. He will be 
responsible for sales development 
within the company and for prod- 
uct development for companies 
that use parts manufactured by 
Northern. 


Orr Industries Co.—J. Reynolds 
Carey has joined the company, a 
division of Ampex Corp., as mar- 
keting manager of consumer prod- 
ucts. He will direct the marketing, 
advertising and sales activity of 
“Irish” magnetic recording tapes 
and related accessories. 


Philco Corp.—Albert Emanuel has 
been named merchandising man- 
ager for the company’s home laun- 
dry products. He has been product 
manager for home laundry since 
1956, the year Philco acquired the 
Bendix line from Avco. 


Thompson Ramo Wooldridge Inc.— 
Lt. Gen. Harold L. George, USAF 
(Ret.), has retired from his position 
as vice president and executive as- 
sistant to the company’s president. 
He will continue to serve as a mem- 
ber of the board of directors and 
as a consultant. 

And Dr. Richard C. Potter has 
joined the company’s Ramo-Wool- 
dridge division as head of techni- 





Harry Thomas, 
Sam Thomas Mercantile Company, 
Quitman, Louisiana, says: 





J. R. Carey 
of Orr 


R. D. Short 
of Remington 


cal staff development. He will be 
in charge of technical recruitment, 
education, development and schol- 
arships. 


Regina Corp.—Edward H. Grant 
has been appointed company as- 
sociate in the New England region 
for the Rahway, N. J., manufac- 
turer of floor care appliances. 


Remington Electric Shaver Division, 
Sperry Rand—Three men _ have 
been appointed to new posts in the 
division’s sales organization. Rob- 
ert D. Short is the new national 
sales manager. William F. Mulre- 
nan is the eastern division sales 
manager. And Leonard E. Evans is 
the assistant national sales man- 
ager. 


Robinson, Fenwick & Haynes, Inc. 
—Charles P. Culbert has joined the 
agency’s staff as head of its new 
hard goods merchandising division. 
He will work. closely with Vice 
President John W. Haynes on the 
Packard-Bell account. 


Schick Inc.—Lawrence Cowen has 
been elected chairman of the board 
and chief executive officer for the 
company. He succeeds Chester G. 
Gifford, who will continue his as- 
sociation with Schick in an ad- 
visory capacity. 

And Paul Garrity, vice president 
in charge of sales for the company 
since 1957, has resigned his post: 
He will reveal his new plans short- 
ly. 


Sylvania Home Electronics Corp.— 
Edward Dietrich has been appoint- 
ed sales manager for television sets, 
radios and stereophonic high-fideli- 
ty phonographs in the Denver, Colo., 
district. He has been a sales coun- 
sellor for Hotpoint since 1956. 


Thermador Electrical Manufactur- 
ing Co.—Two new sales managers 
have been appointed for the com- 
pany. Robert L. Baldwin will han- 
dle the Washington, D. C., area, and 
Richard L. Winter will be in charge 
of Texas. 


York, a division of Borg-Warner 
Corp.—W. Gene Dart has been pro- 
moted from senior product design 
engineer to merchandise manager 
for the division’s residential heat- 
ing and air conditioning products. 
He has been with York for 10 
years. 


Stromberg-Carlson—Four district 
managers have been promoted to 
regional managers under a reor- 
ganization of the company’s high- 
fidelity sales operations. They are: 
Roy Raymond, former New York 
City District Manager; Northeast; 
L. J. Ulrich Jr., former Georgia- 
Florida district manager, Southeast; 
Eugene P. Feeney, former Michigan 
district manager, Midwest; and 
Donald E. Carroll, former Pitts- 
burgh district manager, West Coast, 
including Alaska and Hawaii. 
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HERE’S OUR MOST WIDELY USED POINT-OF-SALE PIECE—In 1959, dealers put the ‘‘sold” sign on more Sylvania 
TV, more Sylvania radios, more Sylvania stereo hi-fi than ever before in history. And so far in 1960, they’re doing 
even better. You see, we have a lot of smart aggressive retailers working for us. And these retailers have a lot of 
smart aggressive people working for them at Sylvania—scientists and sales specialists. This Sylvania team is 
young, eager and loaded for bear! Everything they do is aimed at helping you put up that “sold” sign. Isn’t this a 


good sign that you ought to be a Sylvania dealer yourself? Sylvania Home Electronics Corp., Batavia, N.Y. 





Quality you can bank on...in TV, stereo high fidelity and radio 


SYLVAN 


Subsioiary of GENERAL TELEPHONE & ELECTRONICS 
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NEW 600 MILLIAMPERE ultraviolet germicidal lamp is installed inside 
Cool-r-Purifier cabinet along with special ballast and starter. Lamp 
easily replaced by housewife. Kills air-borne germs before they spread. 
Suggested retail price for Cool-r-Purifier, $74.95. Accessories include 
roll-away tables, shut-off timer, odor removing carbon filter. 


Velo) —4 am -s-Je) 
MODEL 830 $34.95 MODEL 860 $44.95 Cool-r-Heater $54.95 


Budget-priced leader ! Cooler-Heater-Humidifier ! 


ans 


Deluxe personal cooler ! 


Prices shown are suggested retail. 





METALAIRE PRODUCTS DIVISION 
McGraw-Edison Company 
560 S. 15th Street e Phoenix, Arizona 


Write, wire or phone to have your 
TravelAire representative call! 





MODEL 960 


Deluxe room cooler ! 





PORTABLE AIR COOLERS 
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NEW 
GERM- 
KILLING 
COOLER: 


Radiation from 18-inch electronic germicidal 
lamp destroys airborne bacteria, viruses, and 
fungi at any of three air speed settings ... with 
or without cooling. Now homes and offices can 








have hospital-clean air. New TravelAire Cool-r- 
Purifier* also removes dust, lint and allergy- 
irritating pollen by filtering and washing the air. 
Removes odors with accessory activated carbon 
filter. Humidifies in winter to relieve nose and 
throat dryness! 


Now everyone can enjoy hospital-type air disinfection at home 
and at the office! Used in schools, hospitals, military sleeping quar- 
ters. Completely shielded and safe. Kills bacteria, viruses, fungi at 
any of three air speed settings... with or without cooling! THE 
EXCITING NEW COOL-R-PURIFIER HAS OVER 12 TIMES 
MORE CAPACITY THAN DESK-TOP STYLE AIR PURIFIERS! 


MULTIPLY YOUR COOLER SALES with the multiple 
sales appeal in the 1960 TravelAire line! 
First in sales: 1954, 1955, 1956, 1957, 1958, 1959. 


COROBEX* SELF-PURIFYING FILTERS in all models! 
Another TravelAire selling bonus for 1960! Corobex is 






a chemical wonder discovery that renders all Travel- 







Aire cooling filters germ-proof, odor-proof, and 


mildew-proof for the entire life of the filter! 


*Patent pending 


The Leadenship Line,, outsells wery portable cooler line wery year! 


MODEL 990 


Cool-r-Purifier $74.95 MODEL 1060 $84.95 


$64.95 


New germ-killing cooler ! Automatic room cooler! 
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CASWELL SPEARE 
HARRY C. HAHN 


PUBLISHER 


ADVERTISING SALES 
MANAGER 


PROMOTION AND 
CIRCULATION MANAGER 


PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 
ASSISTANT 


WAYNE SMITH 


DISTRICT MANAGERS 


NEW YORK WARREN S. ACKERMAN 
H. WILLIAM DAVIS 

500 Fifth Avenue, New York 36, N. Y. 
OX. 5-5959 


ATLANTA WILLIAM O. CRANK 
1301 Rhodes-Haverty Building, Atlanta 3, Ga 
JA. 3-695) 


DALE R. BAUER 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago II, Ill. 
MO. 4-5800 


CHICAGO 


CLEVELAND ROBERT J. SCANNELL 
55 Public Square, Cleveland !3, Ohio 

SU. 11-7000 
DALLAS F. E. HOLLAND 
1712 Commercial Street, Dallas |, Tex. 

Rl. 7-5117 
LOS ANGELES RUSSELL H. ANTLES 


1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 


SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 

68 Post Street, San Francisco 4, Cal. 
DO. 2-4600 








FINANCIAL NEWS 


Hupp Corp.—Since 1955, manage- 
ment reported, the company has 
recorded seven times greater sales 
and a fivefold increase in net 


. worth. Key figures for 1959—net 


sales: $76,352,334; net income: 
$2,110,407. The sales figures repre- 
sents a 35% increase over 1958. 


General Time of Connecticut. an- 
nounced the highest sales in its 
history in 1959. Sales reached $59,- 
191,987 compared with $47,619,165 
in 1958. 


Carrier Corp.—For the three months 
ending Jan. 31, 1960, net sales and 
earnings were moderately higher 
than those of a corresponding peri- 
od a year ago. Orders booked were 


up more than $8 million or 17%. 
The first quarter figures—orders 
booked, $57,401,000; net sales, $54,- 
544,000; net profit, $499,000 or 14 
cents per common share. The back- 
log of unfilled orders at the end of 
the quarter amounted to $87,565,- 
000. 


Motorola Inc.—Sales increased 33% 
and earnings jumped 92% in 1959 
over the previous year. Both sales 
and earnings set new records. Key 
figures—net sales: $289,529,444; net 
earnings: $14,171,237. 


Thomas Industries, Inc. of Louis- 
ville, Ky., announced that sales and 
earnings for last year hit record 
highs. Sales amounted to $33,557,- 
539, up 65% over 1958 while earn- 
ings rose 47% over 1958 (the pre- 
vious high) to $1,583,349. 
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Philco Corp. recorded a 13% in- 
crease in sales last year over 1958. 
All divisions contributed to the in- 
crease. Final total: $397,792,000. 
Net income for 1959: $7,176,000. 


Zenith Radio Corp.—Sales rolled up 
a new record of $260,000,000, a 
33% increase over 1958. Net profit, 
after taxes, reached $16,630,144, a 
37% increase over 1958 and double 
the company’s 1957 earnings. Sale 
of television receivers, representing 
a 40% increase over 1958, topped 
the million mark, another record 
for Zenith. 


Emerson Radio & Phonograph Corp. 
reported a consolidated net profit 
for the 13-week period ending Jan. 
30, 1960, of $675,512 after provision 
for federal income taxes. A year 
ago the figure was $627,468. 





BLACKSTONE'S 


ALPINE HOLIDAY 


IN THE BEAUTIFUL LAURENTIAN 


MOUNTAINS OF CANADA 


eeeeveeeveeeeeseeeeeeeeneeeneeeteeeeeeeeeeeeeeeeeeeeeeeeeeeeee 








Just get to the nearest airport and Blackstone takes over from there for an all 


expense trip to the Laurentian Mountains, north of Montreal, Quebec. What 


could be better during the dog-days this summer. Contest closes July 15, 1960. 


Your nearest Blackstone distributor or district sales manager has complete 


details. Winning is easy ... hop aboard and go Alpine-Buy Blackstone. 
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ALPINE SPECIALS 


Counting for extra sales and extra trip points during the con- 
test period is this brand new automatic pair. Specially designed 
to be deluxe automatics with gleaming white or Stainless Steel 
tops and still sell for promotional prices. 


Step ahead with 
BLACKSTONE 


America’s Oldest Washer Manufacturer . . . Since 1874 
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HOTPOINT GIVES YOU THE TWO FEATURES 
CUSTOMERS WANT MOST IN AIR CONDITIONERS 
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IN A MIGHTY WONDERFUL VACATION, TOO! 


Contact your Hotpoint Distributor now! 


Hotpoint Dealers’ profit opportunities are greater than ever before... If you’re not a Hotpoint Dealer, you should be! 


A Division of General Electric Company, Chicago 44, lilinois 
ELECTRIC RANGES - REFRIGERATORS - AUTOMATIC WASHERS - CLOTHES DRYERS - CUSTOMLINE® - DISHWASHERS 
DISPOSALLS® - WATER HEATERS - FOOD FREEZERS - AIR CONDITIONERS - ELECTRIC BASEBOARD HEATING 
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TAKIN G STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 


during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 
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2af haeen eg? § BBR ORSsM eeu tia t 
STOCKS AND DIVIDENDS 1959-1960 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW | MAR.7 |MAR. 14] CHANGE 
NEW YORK EXCHANGE 
Admiral 29'/2 17 18% 19% eA 
American Motors | 28%, 224 23g 23% '/y 
Arvin Ind. | 36%/ 21% 22'/2 22\/2 — 
Borg Warner 2 48!/2 37%, 40!/2 39%, — 
Carrier 1.60 48!/2 32% 33 32% — * 
CBS 1.40B 483, 35 37% 37% — % 
Chrysler | 725% 50% 52\/, 51% — 
Decca Records |1XD 21/2 17 19%, 21 + I 
Emerson Electric | 393, 33 341%, 37 + im 
Emerson Radio .50F 26% 12 14% 14/, — 
Fedders | 22'/g 16!/2 17 18 ob 
General Dy. 2 66!/2 42, 447/g 444, — ik 
General Elec. 2 991/g 74 85/5 87 + % 
General Motors 2 587/, 43% 44!/, 441, + 
General Tele. 2.29 85!/g 72%, 73% +» Wh 
Hoffman Elec. .60 37 22% 25 26'/2 + -% 
Hupp CP. IF 131%, 5, 1tl/ 12g * % 
Magnavox | 40% 31% 345% 36 + 1% 
Maytag 2A 44!/, 32'/4 3794 38!/, » a 
McGraw-Edison 1.40 48%, 37/, 42 43'/, + if, 
Minn. Mining & Mfg. 1.60 186% 1A 175!/, 175% + Vg 
Montgomery Ward 2 53!/2 40!/2 45'/2 44 — I” 
Monarch 1.20 24 145% 14% 14%, _ 
Motor Wheel | 23% 16 19 18!/, — ' 
Motorola 1!/2 177 57!/, 151%, 157\/, + 5%, 
Murray CP 31% 244%, 25 25'/2 + A 
Philco 4G 36% 2I 311, 34% + 3% 
R.C.A. 1B 734 43'/ 63 65!/2 + 2% 
Raytheon 2.37T 73% 41%, 42% 433%, + IV, 
Rheem .60 30!/g 17% 21%, 22 + 
Ronson .60 14%, 10 10!/4 10!%, — 
Roper GD 34 15% 17 17 _ 
Schick 17% 12 14 13% — 
Siegler Corp. .10E 45!/, 231, 32!/n 34%, + 2, 
Smith A. O. 1.60A 64 38%, 391/, 40!/2 + 1% 
Sunbeam 1.40A 67 50 563, 57%, + | 
Welbilt .10G 8'/e 3¥% 555 6 + % 
Westinghouse 1!.20 57'/, 45'/ 47\/, 49\/2 + 2%, 
Whirlpool 1.40 39/4 27'/, 27\/2 29 + 
Zenith 1.60 136% 87\/4 % 98. | + 22 
AMERICAN EXCHANGE 
Casco Pd. .30G 9%, 455 7'/ 7/g — * 
Century Elec. '/2 | 11%, "yg 97/g BY, — 1% 
Du Mont Lab. 9%, 6 6% 7 + V4 
Herold Rad. | 12, 5!/2 5%, 6% + %% 
lronrite .20 | 8% 5Y/ Ve 7/4 + Ve 
Lamb. Ind. by 3'/, 6l/g 5%, nt ae 
Muntz TV 7% 1% 4, 44, aon 
National Presto 13%, 10'/, 10% 11'/2 + % 
Silex 10!/, 2% 8 8 ase 
MIDWEST EXCHANGE 
Knapp-Monarch 41 4, _ 
Trav-ler Radio — = 7%, 8 + \% 
Webcor WY, 11, — 
A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi 


dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis 


tribution date. G—Declared or 


paid so far 


this year 


value on ex-dividend or ex-distribution date 


T—Payable in stock during 1958, estimated cash 





ANALYSIS: 


market sank to its 


While the overall 
lowest 


level 





since early February, the 52 key 
stocks in EM Week’s weekly survey 
showed a gain of % pt. Greatest 
gains were registered by Motorola, 
Emerson Electric, Philco, Westing- 
house and Zenith. 32 stocks showed 


increases, 7 recorded no change and 


13 declined over the week-long 
trading. One new high was record- 
ed: Minn. M&M at 186%. Although 
the market is in a depressed state, 
with aggressive stock purchases on 
the negative side, the experts con- 
tinue to be optimistic. The spring 
seems to be the unanimous choice 
of most as the resurgence period. 
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STANDARD 
in its field 
the world over 













series motor 
with two-stage 

fan —the standard 

_ for high performance 
domestic canister-type cleaners. 


America’s leading manufacturers of vacuum cleaners using 
the motor and fan assembly illustrated above are providing 
their customers with the: 

(1) Most highly refined design in the industry — a result 
of more than 44 years of experience in designing 
and building vacuum motors. 

(2) Highest quality motor at the most favorable cost, 
achieved by producing a standardized design in a 
separate, highly automated plant. 

Lamb Electric offers a complete line of vacuum motors and 
motor parts to appliance manufacturers, who are invited to 
write for pictorial folder. 


THE LAMB ELECTRIC COMPANY °¢ KENT, OHIO 


A Division of American Machine and Metals, Inc. 
In Canada: Lamb Electric—Division of Sangamo Company Ltd.—Leaside, Ontario 


» nb Electric 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


MOTORS 


_ Ee 


MORE DEALERS BUY AND READ 
ELECTRICAL MERCHANDISING WEEK 
THAN ANY OTHER 

APPLIANCE PUBLICATION 











EVERY MONDAY THE PROS READ 
ELECTRICAL 


MERCHANDISING AYE yr 
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INDUSTRY INTEREST is shown as utility men clamber to inspect line. 


‘We’re Partners in Gas’ 


That’s the theme Norge 
stressed in its traveling show 
for the gas utility people 


The show’s first stop was Chi- 
cago (New York, Los Angeles and 
Dallas also were on the list) and 
a throng of gas utility representa- 
tives turned out to watch. 

They saw the full Norge gas ap- 
pliance line—bolstered by a pair of 
new Gold Star ranges with $200 
price tags—and including the gas 
refrigerator-freezer previewed at 
the January Markets. Telling the 
Norge story were newly named 
President Robert H. Quayle and E. 
A. Nash, director of utility sales. 


Quayle told the utility representa- 
tives, “Norge has confidence in the 
future of gas. Opportunities lie all 
around us and it’s just a question of 
getting organized to grab them.” 
He also stressed one of Norge’s 
big themes this year, the company’s 
place in the giant Borg-Warner 
family, saying, ‘‘All the muscle and 
sinew of Borg-Warner ($260 mil- 
lion in assets) stands behind these 
products. We’re not nervous that 
we can’t stay up with competitors.” 


Big product emphasis, of course, 
was on the gas refrigerator. For the 
first time, Norge showed the box in 
a wide range of colors and revealed 
the suggested list price ($499.95 for 
the 11-foot refrigerator with ice- 
maker, $449.95 for the box without 
the ice-making unit). 

Norge will use national maga- 
zine color ads, TV film spots and 
local black and white advertising to 
promote the box, Nash said. Back- 
ing him up was C. S. Johnston, 
Norge utility representative, who 


told the men, “This is the most 
saleable major gas appliance there 
is. It gives the salesman the oppor- 
tunity for the most creative selling. 

Chatting after the meeting, Nash 
admitted Norge was having prob- 
lems getting refrigeration units 
from the manufacturer—A.  B. 
Electrolux of Sweden. Some orders 
are being filled now, he explained, 
and Norge expects to handle all 
orders within 90 days. 


The two new ranges, shown for the 
first time at the show, were pegged 
as “part of the total Norge gas ap- 
pliance line,’’ and will give dealers 
something to sell customers up to 
the higher-price vertical broiler 
range. Both the 30-inch GS38 and 
the 36-inch GS68 were designed to 
feature Gold Star quality at a pop- 
ular price (about $200 for the 30- 


inchers and $210 for the bigger 
model). 
The two ranges were added to 


the line when Norge learned that 
75% of gas ranges sold for under 
$200, according to Roy Mussel- 
white, range sales manager. 

Utility men also got a look at the 
Norge.gas combo (two million pairs 
of hagger slacks will carry hang- 
on tags pushing the combo this 
year); the gas washer and dryer 
(“the thinking man’s dryer,” one 
Norge official put it); and Norge’s 
line of gas water heaters. 


Summing it up, Nash said, “We’re 
the most gas-minded company in 
the business. Now we wish to sit 
down with you and discuss your 
local situation as a partner.” 

And for Norge, the nation’s gas 
utilities—about 90% of which do 
their own merchandising—wouldn’t 
be a half-bad partner to have. 
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FACTORY SALES 
appliance-radio-TY index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
(Smillions) 


CONSUMER DEBT + + 
owed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-T¥ dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 — 100) 


EMPLOYMENT 
(thousands) 





MERCHANDISING 





LATEST | Preceding 
MONTH MONTH 
135 127 
18.1 17.4 
341 333 
289 295 
32 31 
76.6 75.9 
146.0**| 138.5 ** 
19.04 18.9 + 
3406+) 335.14 
23.6 + 21.94 
125.4 125.5 
64,520 64,020 








A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


109 


17.4 


331 


288 


25 


94.5 


134.2 ** 


17.8 + 


322.9 + 


23.7 + 


123.8 


62,722 








WEEK 








THE YEAR 
SO FAR 


23.8% up* 
(Dec. 1959 vs, 
Dec. 1958) 
4.0% up 
(Jon. 1960 vs. 
Jon. 1959) 
3.0% up 
(Jon. 1960 vs. 
Jon. 1959) 
0.3% up 
(Jan. 1960 vs. 
Jon. 1959) 


28.0% more 
(Feb. 1960 vs. 
Feb. 1959) 
18.9% less 
(Feb. 1960 vs. 
Feb. 1959) 


8.8% up 


6.7% up 
(4th qtr. 1959 


vs. 4th gtr. 1958) 


5.5% up 
(4th qtr. 1959 


ys. 4th qtr. 1958) 


0.4% down 
(4th qtr. 1959 


vs. 4th qtr. 1958) 


1.2% up 
(Jan. 1960 vs. 
Jon. 1959) 
2.8% up 
(Feb. 1960 vs. 
Feb. 1959) 





*New index being used. Federa! Reserve Bulletin, Jan. 1960. 


**Figures are for the week ending March 12, 1960 and preceding week (revised.) 


+Figures are for quarters. 


++Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 18 key products. New figures this week are shown in 


bold-face type. 




























































1960 1959 % 

(Units) (Units) Change 

ROOM AIR CONDITIONERS... Jon. 67,200 NA. — 
SNE TT, ea ele Jan. 37,200 35,800; + 3.91 
DRYERS, Clothes, Electric 0. Jon. 74,177 78,593 | — 5.62 
a See: Jon. 37,426 39,627 | — 5.55 
FOOD WASTE DISPOSERS Jan. 51,800 48500; + 6.80 
FREEZERS “ Jan. 53,200 78,800 | —32.49 
~ INCINERATORS, Gos } Jan. 3,400 2,900 | +17.24 
PHONOGRAPHS, Monaural... Jan. 118,400 184,147 | —35.70 
ee Re Jan. 341,329 177,336 | +92.48 

RADIOS, Home-Portable-Clock | Week Mar. 4 196,143 177,835 +10.2 
(production) 9 Weeks 1,762,053 | 1,576,023) +11.8 

RADIOS, Automobile (production) Week Mar. 4 122,507 99,847 +22.6 
9 Weeks 1,350,800 952,409 | +418 

TELEVISION (production) Week Mar. 4 107,794 95,794) +112 
9 Weeks 1,133,879 994,388 | +140 
PI indnicncssnitinsarssnsnsnirnndiniel Jan. 266,700 256,200; + 4.10 
RANGES, Electric—Standard Jon. 67,400 79,200 | —14.90 
Built-in __. Jan. 46,100 41,600.) +10.82 

RANGES, Gos—Standard Jan. 110,100 129,400 | —14.91 
Built-in. Jan. 22,000 19,300 | +13.99 

VACUUM CLEANERS Jan. 258,330 242,516} + 6.52 
WASHERS, Automatic & Semi-Auto Jon. 202,943 222,893 | — 8.95 
Wringer & Spinner ...... Jon. 51,622 64,598 | —20.09 
WASHER-DRYER COMBINATIONS Jon. 13,964 16,922 | —17.48 
WATER HEATERS, Electric (Storage) . Jan. 48,700 62,700 | —22.33 
WATER HEATERS, Gas (Storage) Jon. 215,900 266,200 | —18.89 
N. A. Not Availabie Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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Gas ranges of Gold Star’ Quality 
continue to mine a bigger and 
bigger share of the market / 

















Are you getting your share of the gold in the ‘Gold Star’’ Gas 
Range Promotion? In market after market Gas ranges awarded “aS 
the ‘“‘Gold Star’? are earning a bonanza! In national maga- te Look to these great names 
zines—on television, including ‘Playhouse 90”—on radio ; “ for ranges built to 

and in the papers—people are being educated to the ad- GOLD STAR Standards 
vantages of Gas cooking and are being urged to demand the 
“Gold Star’ on any range they buy. Tie in with the “Gold 
Star’? Promotion and tie in with the mother lode of profits 
that Gas range dealers are digging today! 






BROWN FEATURAMIC e CALORIC e CROWN 
DETROIT JEWEL e DIXIE e EAGLE e GAFFERS & 
SATTLER e GLENWOOD e HARDWICK 


AMERICAN GAS ASSOCIATION MAGIC CHEF e MODERN MAID e MONARCH 
There are more than 28 advantages—in performance, NORGE e O'KEEFE & MERRITT ¢ REAL HOST 
automation and design—in Gas ranges built to “Gold RCA WHIRLPOOL e ROPER e SUNRAY e TAPPAN 
Star” Standards! That’s why the “Gold Star” does such a THE BOSTON STOVE COMPANY e UNIVERSAL 
selling job for you! VESTA e WEDGEWOOD-HOLLY e WELBILT 








ny 


SHOW OFF the “Gold Star.” It will PAY OFF 












ELECTRICAL MERCHANDISING WEEK 


) Button 
hingis here! 
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Wash ll poll pata 
[Delicate Wool -™*" fhite ihite Cotoned Coloned Bright 


POs load lead lead lead Dolpna 











































Rinse Spin Dni 








Never before has it been this 
simple to wash everything 
exactly right 


With this new Maytag Self-Controlled Automatic, a touch of just 
one button automatically selects the correct water level, washing 
temperature, washing time, agitation speed, rinsing temperature 
and rinsing time, even the speed of the spin. No dials, timers, or 
levers! All the housewife has to know is the type of load she puts in. 

There is a button for every type of load she'll ever have to 
wash. Each pre-sets the correct cycle. There’s also a button for 
rinsing things separately, and a button for spin-drying separately. 

Now correct washing of every fabric is utterly simple for 
anybody, a fact that’s certain to make sales. Get the profitable 
detaiJs from your Maytag Regional Manager or Distributor. oo 4 
The Maytag Company, Newton, lowa. “ 





AUTOMATIC BLEACH DISPENSER 


€ A Maytag first, Timed Bleach Injection 
adds bleach to wash water at exactly 
the right time, in exactly the right 
strength. Just one of many Maytag 
selling features in the new Self- 
Controlled Automatic. 


LINT FILTER AGITATOR, TOO!» 


Maytag’s Lint Filter Agitator elim- 
inates lint problems. 
































